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WHY CAN’T OUR 
CATALOG LOOK 





AS ATTRACTIVE 
AS THIS? 


ows! He'll tell you that 
il Cover will put sales 
alogs and 


YOUR PRINTER KN 


eye-catching Hammerm! 


punch and LONG LIFE in your cat 


booklets. 





If you have an important sales message. . . make it 
look important. Put a cover on it. That’s the sim- 
ple, inexpensive way to win attention, to have 
your prospect say, “‘I’ll keep this, and place our 
orders as we need them.” 

Your printer will be glad to show you how use 
of Hammermill Cover will help give your mailings 
this vital initial impact. He can show you Hammer- 
mill Cover in eleven attention-winning colors and 
bright white, so that you and he can decide which 


COVER 


AUF 
“i , MITHIAG 





THEY’VE GOT A 
COVER ON THEIRS, 


WHAT PUTS THE 
SPARK IN IT! 











background fits best. He will tell you, too, that this 
sturdy paper Jasts, keeps right on selling for you 
for months after you send it out. - 


You can depend on Hammermill Cover because 
it is backed by the Hammermill name, accepted by 
thousands of buyers of business printing ... and is 
the like-sided paper that saves press time, en- 
ables your printer to give you the kind of work you 
want, when you want it. Send the coupon for 
the new sample book of Hammermill Cover. 


Hammermill Paper Company 
1621 East Lake Road, Erie 6, Pennsylvania 


Please send me—FREE—the just-published sample book of 


Hammermill Cover. 


Name 


MR, JACKSON. THAT’S 
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COLORFUL 
WRAPPINGS 





2 the attractiveness of your packages are made 
so much more exciting by their colorful 
wrappings. So it is with your mailings 
when your envelope is smartly designed. 
A distinguished and distinctive envelope 
immediately creates that much needed 
“eye-appeal”, which is bound to result 
in greater mailing returns for you. Won’t you 
give our Art Department an opportunity to 
suggest a new design for your present envelope 
—one that will increase your returns. 


3.o 
a upples 


Rotten envelope co.,Une. 
Philadelphia 360 Furman Street - Brooklyn 2, New York 
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SHORT 


NOTES 


DEPARTMENT 


@ THIS BEING DECEMBER, and check- 
up time in most businesses . . . we've 
been reviewing all the Short Notes 
we have given you this year. Count- 
ing the 45 items in this issue you have 
had exactly 444 short notes during 1950. 
A lot of researching and reading have 
gone into their preparation. We hope 
you all realize their value. We've 
tried to pass along boiled-down infor- 
mation which would help you to get 
more complete information for your idea 
files. Once in a while, we stick in a 
few brief news items. To get most 
value . .. get into habit of reading 
this department with a pencil in your 
hand. Check items on which you or 
your secretary should write a request 
letter ... or do something about. And 
keep us on your list during 1951... 
to get your promotion pieces or your 
ideas which may be turned into short 
notes. 


J7) 


@ A LOT OF DIRECT MAIL was used 
during the last election campaign. Some 
of it failed. Some of it succeeded... 
depending on the product behind the 
appeal. One of the unexpected up- 
sets was caused in part by the wide- 
spread use of penny postal cards by 
John Marshall Butler, Republican candi- 
date for the U. S. Senate in Maryland. 
One side of card carried only Butler's 
picture and name. Cards were hand 
addressed with a three-line handwrit- 
ten, signed note: “I shall be deeply 
grateful for your vote Tuesday.” Ac- 
cording to reports ... the folks around 
Maryland were really impressed by 
this personal approach. 


JJ) 


@ THE NUDIST PEOPLE are having a 
hard time. Fictitious orders were issued 
on November 2 against the publishers 
of “Modern Sunbathing” and Modern 
Publications. Which means that the 
publishers will not be able to receive 
any more mail... and that will put 
them out of business. 


JJ) 


@ “COOPERATOR” is the name of a 
unique house magazine issued monthly 
by Alexander Film Company, Colorado 
Springs, Colorado. It is nothing more 
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than a 3!/. by 6 inch, three-wing folder 
... similar to an envelope stuffer. Each 
issue carries from twelve to fifteen 
very short idea-stimulating items .. . 
mostly about business building. One or 
two good jokes. Very effective. 


JJ) 


@ SPEAKING OF JOKES, you ought to 
see the monthly, 81/2 by 11 inch, eight- 
page house magazine of Genu‘ne Parts 
Company, 475 West Peachtree, Atlanta, 
Georgia. Title: “Parts Pups.” We don’t 
exactly know how Editor D. R. McCleary 
gets away with some of his humor. 
It goes pretty far. 


J7) 


@ CONGRATULATIONS TO ELON 
BORTON and the Advertising Federa- 
tion of America (330 West 42nd, N.Y. 18) 
for their vigorous campaigning against 
laws and bureau regulations directed 
at and against advertising. Elon thinks 
the danger is greater than any one of 
us thinks. He is probably right. We wish 
the AFA, or somebody with powerful 
connections would get excited about 
the New York Labor Department's 
homework-typing order. It, too, is an 
attack on one form of advertising . . . 
a definite threat to restrict volume of 
direct mail. 


JJ) 


@ OREGON VOTERS, incidentally, de- 
feated at the polls on November 7, the 
so-called “Promotive Advertising” ini- 
tiative measure which would have 
made it “unlawful to sell, offer for sale, 
the solic:tation of orders for, or the de- 
livery for use of, any brand of alcoholic 
beverage which is advertised within 
the State of Oregen by ‘promotive ad- 
vertising.’” That is one of the measures 
which the AFA campaigned against... 
along with a lot of other groups who 
were opposed to its un-democratic and 
unworkable principles. 


JJ) 


@ “PRINTED WORDS” is the name of 
the quarterly house magazine published 
by Von Hoffmann Press, Inc., 105 South 
Ninth Street, St. Louis 2, Missouri, “for 


(Continued on page 6) 








How Many DUDS 
Can You Afford? 


M ailers are getting more and 

more finicky about the mail- 
ing lists they rent. Their budgets 
for mail-selling promotions are 
tighter. They're looking for fatter 
returns from test mailings—doing 
more shopping around among 
list brokers 


We think it's a good thing. Our 

business always seems to 
perk up when mailers put the 
pressure on. Probably because 
we offer them people, not mere 
names, in the lists we recommend. 
It makes us gluttons for work, to 
be sure. But we're happy enough 
with the customer's payoff. How 
about you? 


rite on your business letter- 
head for our descriptive folder 

“WHICH WILL YOU HAVE- 
NAMES OR PEOPLE?” 


I 


SPECIAL LIST BUREAU 
DIVISION of DICKIE-RAYMOND 
80 BROAD STREET. BOSTON 10 














Ask Your Secretary 


about the advantages of = §@ 
using DUPLISTICKERS 
for addressing multiple 
mailings, bulky envelopes, 
samples, premiums, etc. 


DUPLISTICKERS speed-up 
addressing, reduce costs, 
increase efficiency. 
Typists address 4 or 
more copies in one 
operation on letter- 
size sheets of 33 
gummed, perforated 
labels. 









Average® 
than Addr 
Make a comparative 
fest in your own office! See for yourself how 
much typing time you save with DUPLI- 
STICKERS. Package of 25 sheets (825 
labels) 60¢ at leading stationery stores. 
White, blue, pink, green, canary, golden- 
rod, for color-coding mail. 








Write for 
FREE Sample 
Package 
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DUPLISTICKERS 


are made only by 

















SAVE TIME 
AND MONEY! 
TIE BUNDLES 

AND PACKAGES 
THE EASY WAY 
WiTH THE FAMOUS 

SAXMAYER 
NO. 6 TYING 

MACHINE! 





Latest addition to the SAXMAYER 
line is this highly efficient general 
purp»se machine especially suited 
for tying such things as mail in 


direct mail departments. Using 
either twine or tape, it ties all 
shapes and sizes of packages up 
to 6 inches high. Attractively 
finished in enamel with white 
porcelain top. Legs furnished at 
slight additional cost. 

Whatever your tying problem 
there’s a SAXMAYER to meet 
your requirements. Write for il- 
lustrated folder describing 20 
standard SAXMAYER Models 
serving over 100 different in- 
dustries. 


DEPT. A 


NATIONAL 


BUNDLE TYER COMPANY 


Blissfield, 
Michigan 











those whom we would like to visit often- 
er.” It is now in Velume 13. The Au- 
tumn (Number 3) issue was devoted 
entirely to the State of Missouri... its 
h's‘ory, scenery business and recrea- 
tional svots. Beautifully done. Written 
and ecited by Mildred Weiler. 


| 
oe 


@ DON’T BE FOOLED by phony bills 
received from so-called directory pub- 
I'shers. We have reported previously 
that law officials have been cracking 
down but we are still getting reports 
from people who are receiving notices 
which look like invoices for directory 
listings in worthless or non-existent 
directories. To be safe ... refer these 
cases to your local Better Business 
Bureau. 


43) 


@ CLEVER MERCHANDISING STUNT 
was used by Bob Rubin of Circulation 
Associates, 1745 Broadway. New York 
19, N.Y. ... to capitalize on his space 
advertising. An unusual sized, four 
page folder 33%, by 10! inches, was 
mailed to customer and prospect lists. 
Title: “Two Soft-boiled Eggs and a Kind 
Word.” Inside of folder a column of ex- 
planation, and tucked into a flap pocket 
were reprints of seven one-third page 
advertisements wh'ch Circula’ion Asso- 
ciates have been running in advertising 
putlications. Darn good follow-through 
and coordination. 


i] 
eed 


@ A FINE JOB has been accomplished 
by John Yeck az his first assignment 
as a Board Member of the DMAA. He 
has p-epzred a complete portfoio as 
a guide for all local committees who 
schedule a showing of the DMAA prize- 
winning campaigns. Portfolio gives 
suggested newspap=2r releases and pro- 
motion ideas, formats for direct mail 
announcements; suggestions for setting 
up disp!ays and for handling the speak- 
ing procram and the exhibit. It is very 
thorough and should help tremendously. 


J7) 


@ CHRISTMAS ART is the subject of 
a valuable “Clip Book” designed and 
produced by Harry Volk, Jr. (Adveriis- 
ing), Central Building, Atlantic City, 
N. J. The new book offered this year 
was a se~uel to original published in 
1948. The 17 by 11 inch portfolio con- 
tains 24 sheets printed on one side only. 
Rep-oduced are 576 Christmas art proofs 
su'tatle for direct o‘fset paste-ups or 
for Ine engravings. Includes Christ- 
mas a'phabets, borders, backgrounds, 
spo’s, illustrcticns etc. Retail price is 
$7.50 . . . which includes unlimited per- 
mission to reproduce. Our cover comes 
from one of the pages. Remember this 
idea for next year. 





@ B-E-A-U-T-I-F-U-L is the only word 
to describe the most recent issue of 
“Impressions” .. . the out-of-this-world 
house magazine published by McCor- 
mick-Armstrong Company, Inc., 1501 
East Douglas, Wichita, Kansas. “Im- 
pressions” is a big job ... 11 by 14 
inches. Usually runs 16 pages, in four- 
color process. It is issued every once in 
a while and has been published from 
1901 onward. Practically all of the 
illustrations are taken from separations 
made for McCormick-Armstrong cus- 
tomers. It is without doubt one of the 
most spectacular graphic arts jobs 
produced in the United States. 


JJ) 


@ WE ALWAYS LIKE the annual cata- 
log of the Bar Mart, 62 West 45th Street. 
New York 19, N.Y. It is an encyclopedia 
of home entertaining. You can get 
a lot of entertainment just from reading 
the catalog. Skillfully designed and 
prepazed, 


ddd 


@ SOME PEOPLE are still kicking 
about the way the Post Office holds up 
the return of 3rd class pieces making 
use of Form 3547. Cases have been 
reported where several additional mail- 
ings to a given person have been made 
befo-e the Form comes through with the 
new address. The Post Office should 
speed up this service. 


$3) 


@ THE NEPTUNE NEWS LETTER for 
November (one-sheet house magazine 
of Neptune S‘orage Companv, 329 Nu- 
guenot Street, New Rochelle, N. Y.) car- 
ried a fascinatiny story. All about 
one of the quickest and biggest moving 
jobs ever accomplished over a single 
week-end. The trans‘er of the Baker 
and Tavlor Company from three floors 
at 55 Fifth Avenue, New York City, to a 
new location in Hillside, N.J. Something 
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like two million books and all office 
equipment. Work started at 5 P.M. on 
a Friday evening and the New Jersey 
set-up was operating smoothly by 9 
A.M. the following Monday. Job re- 
quired 170 men, 29 trucks, 1000 dollies 
and 3000 special boxes. Everything 
moved with the precision of a peace- 
time military maneuver. The good writ- 
ing in the Neptune News Letter makes 
it must reading for recipients. 

eee 
@ DIRECT MAIL PEOPLE are getting 
more and more prominent in advertising 
club activities. Our old friend Dave 
Goldwasser of Atlanta Envelope Com- 
pany was recently elected president of 
the Atlanta Advertising Club. Ray 
Strawbridge o! Dickie-Raymond is the 
prexy of the Boston Club this year. 

eee 
@ ADVERTISING’S HALL OF FAME at 
the New York Advertising Club received 
the names of five more immortals dur- 
ing November. Heading the list was 
Benjamin Franklin, who was omitted 
for some reason or other when the 
Hall of Fame idea was started last 
year. It's about time! 


eo 

eed 
@ SCOTCH TAPE is now being made 
wi:h adhes:ve on both sides. Comes 
in very handy for mounting specimens 
in portfolios or for adding tip-ons to 
mailing pieces. It is being produced 
by the Minnesota Mining and Manufac- 
turing Company of St. Paul. Distribu- 
tion is through paper jobbers. 


| 
eed 


@ SUCCESS STORY: He started as an 
Addressograph salesman in Chicago 
back in 1912. Was Cin-innati Addresso- 
graph sales agent from 1914 through 
1929 (except for two years in the Army). 
After three years as Addressograph 
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national sales manager, he managed 
the Chicago agency for twelve years. 
In 1944 he was called to Cleveland to 
become vice president in charge of 
Addressograph-Multigraph domestic 
distribution, and was made vice presi- 
dent and general manager of all oper- 
ations in June of 1950. On November 14 
was elected to the Board of the Com- 
pany. That's the brief story of J. B. 
(Bass) Ward . . . record-breaking sales- 
man... who has followed and aided 
the growth of direct mail from its in- 
fancy. 


7) 


@ HERE IS A LULU! Mademoiselle (the 
magazine for smart young women) re- 
cently mailed a form letter using the 
numbered reservation idea to get at- 
tention for a money-saving introduc- 
tory rate. First selling paragraph start- 
ed “Your name has been given to us 
as a young woman of taste, with an 
active interest in fashion. Because of 
this, ...”. You guessed it. Some of 
the letters were mailed unfortunately 
to men. Such errors should be avoided. 


JJ) 


@ A REVISED EDITION of S. I. Haya- 
kawa’s book is now available. Seems 
strange ... but the best book on the 
English language and semantics was 
written by a Japanese. Hayakawa’s 
book is must reading for anyone who 
wants to write understandable copy. 
The new revised book is retitled “Lan- 
guage in Thought and Action.” Pub- 
lished by Harcourt, Brace and Com- 
pany, 383 Madison Ave., New York, 
N. Y. Price: $2.75. It is much easier 
to read than the first edition. 


JJ] 


@ ED. MYERS of Saltwater Farm, Inc., 
Damariscotta, Maine, tells us he got 
a lot of inquiries as a result of the little 
item in the August Reporter. Ed. is 
the fellow who developed the idea of 
shipping iced, sealed cans of live lob- 
sters packed in sea weed. This reporter 
tried the stunt and it went over fine 
with a group of friends. The can ar- 
rived on the date specified. Punch a 
hole in the top of can. Pour in a quart 
of salted water. Let steam on stove 
for fifteen minutes. Pry open the lid. 
And there you are. Delicious. Eight 
live lobsters and half a peck of selected 
clams cost $13.35 (delivered to your 
door). 


JJ) 


@ MORE ABOUT FOOD DELICACIES. 
If you like Pennsylvania Dutch Hickory 
Smoked Bacon Sausages or Hams write 
to Russell Drake, Hickory Valley Farm, 
Little Kunkletown, Stroudsburg, Penn- 
(Continued on page 9) 
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‘STENCIL CUTTING IS 


JUST A MATTER OF 
SECONDS NOWADAYS! 


| A million years ago, when a Neanderthal 
| man wanted to send his girl-friend a 

postcard, it took him a full day just to 

carve out her name and address. Today 
| Circulation Associates’ modern stencil- 
| addressing equipment will turn out as 
| many as 15,000 pieces in an hour! And 

the postman will have no trouble deci- 
| phering and delivering them either! 


| Circulation Associates operates efficient, 
| modern equipment for cutting and main- 
| taining Speedaumat, Elliott or Address- 
graph stencils...in any quantity from 
a few hundred to many millions... at 
the lowest obtainable rates for quick, 
clean, accurate work. C. A. will address 
your lists for you, too...in a centrally- 
located plant staffed with more than 400 
skilled, experienced employees ... at a 
saving in occupancy-cost and operating 
personnel that will turn a new, bright 
light on your Direct-Mail cost figures. 


Tell us today...by postcard, letter, 
‘phone or wire...what your require- 
ments are, and we will give you a pre- 
liminary estimate of the cost of cutting 


| and/or maintaining your lists on stencils 


within 24 hours! 


Write today for your free 
copy of “TWO SOFT- 
BOILED EGGS—AND A 
KIND WORD” ...a specially 
prepared brochure that will 
give you a few chuckles... 
and a lot of ideas about han- 
dling your Direct-Mail! 


CALL. COLUMBUS 5-3150 


CIRCULATION ASSOCIATES 


Speedaumat, Addressograph and Elliott Stencils « List 
Maint and C ilation « Addressing * Mailing « 
Triple-Head Muitigraphing « Offset and Letterpress 
Printing * Complete Direct-Mail Campaigns « 


1745 Broadway « NEW YORK 19, N.Y. 














d. h. ahrend—a complete direct mail service for nearly 60 years 






call oe 
Caos eS: 


and — ‘I_ “discover an experienced 


organization/ /AH REND- where you get 


aw 


every /' direct mail facility you need! 





catalogs 
a cash-register copy 
sales-minded art 
letterpress printing 
offset lithography 
sales letters 
brochures yf 
dealer aids 
list selection 





mal ling For.better direct mail results, use Ahrend. Our clients have won 
33 national awards based on results in the past five years alone. 
Our merchandising analysts and creative staff will advise you 
or plan your complete campaign. You'll save time—you'll save 
money — you will be way ahead with Ahrend — the house of 
creative thinkers and experienced craftsmen. 


58 YEARS EXPERIENCE SERVING DIVERSIFIED INDUSTRIES WELL 


c. hn. 


visit us when you're in New York— we're three blocks east of grand central 





shrend co. 


STREET + NEW YORK 17, N. Y 
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sylvania. Ask him to send you his very 
good folder. And try, as we did, or- 
dering a five-pound slab of the Hickory 
Smoked Bacon. Different from anything 
you can get in the stores. A fine and 
unusual mail order operation. 
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@ THAT NECKTIE WORKERS’ ORGAN. 
IZATION out in St. Louis which sends 
out unordered neckties (page 6, Octo- 
ber Reporter) sure keeps after you if 
you don’t pay for or return tie. One 
fellow we know has received five postal 
cards—spaced about a week apart— 
all with identical copy. Notice starts: 
“Regarding the tie we sent you some- 
time ago. Please make it possible for 
us to employ more physically handi- 
capped persons by retaining same. 
If you find it impossible to use the mer- 
chandise, will you kindly return same?” 
It might be a good idea for Scott Bro- 
kaw, Secretary, to stop mailing “same” 
to a lot of irritated people who are 
reporting same to the Post Office De- 
partment. 


JJ] 
@ “SURVIVAL UNDER ATOMIC AT- 
TACK” is the name of a very well writ- 
ten booklet available from the Super- 
intendent of Documents, Washington 
25 D.C. The price is 10¢. For a Govern- 
ment booklet . . . it hits a new high 
record in readability. Very simple lan- 
guage. We haven't compared it with 
the Flesch formulas . . . but it would 
obviously pass with a high score. Bet- 


ter done than some annual reports 
discussed in this issue. 


‘ae 

eee 
@ THE WORLD is literally beating a 
path to the door of a man out in 
Albia, Iowa who, it is reported, really 
does make a better mousetrap. This 
new and better trap, designed parti- 
cularly for use in big grain storage 
houses, is a baitless contraption which 
whams an entering mouse into a 
closed cell large enough to accommo- 
date 25 mice at a time. So far, orders 
are piling in at the rate of 4,000 to 6,000 
per month—from places as far away as 
India. 

We picked up the above interesting 
information from the always good 
“Hellbox,” house magazine of Williams 
and Marcus Company, 424 South Tenth 
Street, Philadelphia 47, Pennsylvania. 


PT 

eee 
@ A USEFUL APPARATUS has been 
added to the Vari-Typer, manufactured 
by Ralph C. Coxhead Corporation, 720 


Frelinghuysen Avenue, Newark 5, NJ. 
An automatic device at the side of key- 


board can be set to make single or . 


double leader lines on ruled forms. 
Automatically cuts off at a pre-deter- 
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mined lengthh We saw it working 
very satisfactorily at the National Busi- 
ness Show. 


—_ 


| 
eee 


@ “INSIDE STORY” is the title of a 16- 
Page, 11 by 14 inch two color dramatic 
brochure which presents an up-to-date, 


r? we iets 
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factual market report on the hotel in- 
dustry. The reader is taken behind the 
scenes of a typical hotel to see how all 
departments function. (Most of the 
scenes were shot in Roosevelt Hotel. 
New York, where DMAA held its 1950 
convention.) It’s a super-deluxe promo- 
tion piece for Hotel Management Mag- 
azine, 71 Vanderbilt Avenue, New 
York 17, N. Y. Write to Editor Walter 
Voegele and tell him he better dig up 
another copy for a Reporter reader. 


JJ] 


@ RUSSELL NOYES. Phoenix Mutual 
advertising manager, sent a “confiden- 
tial” questionnaire to 300 field under- 
writers representing large, medium, and 
small companies. The answers formed 
the basis of Mr. Noyes’ talk delivered to 
the Life Advertisers Assn. Convention at 
Atlantic City. When asked “What 
type of advertising produced by your 
company is most effective for you?”, 
43%, said Direct Mail, 35% Prestige 
Building Material, 29% Newspaper ad- 
vertising, 26% National magazine ad- 
vertising, 22% Wall Calendars, and 18%, 
said Sales Literature. Only 5% thought 
their companies produced too much ad- 
vertising, and 74% said not enough 
was produced. 


JJ) 


@ IT WAS GOOD to see so many old 
friends at the Atlantic City Convention 
of the Life Insurance Advertisers Asso- 
ciation . . . where this reporter parti- 
cipated in an all-afternoon direct mail 
forum. Arthur Theiss former DMAA 
Board member, turned up from the 
Minnesota Mutual Life Insurance Com- 


pany (156 East Sixth Street, St. Paul 1. 
Minnesota) ... and we had a chance 
to chin over past trials and tribulations. 
Had not fully realized what an impor- 
tant place direct mail holds in the in- 
surance field. But most of the users 
could do a better job if they only 
visualized that there are four distinct 
kinds of direct mail . . . Persuasive, 
Reminder, Informative and Utility. 


JJ) 


@ EFFECTIVE SAMPLING is used by 
the Davis Press (44 Portland Street, 
Worcester 8, Massachusetts) to promote 
its service. We like the well printed, 
french fold, 5 by 7 inch piece with sam- 
ple of customer's job tucked into a 
die-cut pocket. Recent mailing showed 
folder prepared for Lowell Wrench 
Company and explained how “a bit of 
forethought will produce economies.” 
Art and typography used in publication 
advertising was adapted for the folder. 
All elements of campaign are coordi- 
nated ... including letterhead, catalog, 
direct mail and trade space. 


J7) 


@ ADVERTISING AGENCY advertising 
is scarce. So it's always a pleasure to 
get a good promotion piece designed 
by an agency for itself. We like the 
16-page, 81/. by 11 inch booklet issued 
by John H. Bech, President of The Pub- 
lication Services Inc., 53 Prospect 
Street, Stamford, Connecticut. Shows 


pROSPEC! 





= ‘ ated 


(mostly in pictures) scope of services 

. . with plenty of illustrations of suc- 
cessful advertisements designed for 
clients. Well done. 


JJ) 


@ THE POST OFFICE DEPARTMENT 
seems to be a little confused over what 
to do about “punch boards” used as a 
sales gimmick. Back in January 1948. 
postmasters were instructed to refuse to 
accept such mailings as violating the 
lottery laws. Later on (February 12, 


(Continued on page 34) 
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“Now we've - 
forgotten - 
how to 
blush!” 








“Six months ago, mailing 





mistakes were our depart- 
ments Waterloo! Our boss 
acquired an ugly disposition and a beautiful set 
of raw nerves because statements were written for 
one account and envelopes were addressed to 
. | another .. . catalogs and letters were separated in 
the mail... and customers were slow in replying 
to our correspondence and direct mail. 


“Then the Boss talked to the Tension Representa- 
tive, who explained how Tension Envelopes could 
do part of our work and eliminate nearly all of 
our mistakes. We followed his advice from A to 
Z. Now we don’t have to blush, the boss has 

become very sweet and his jumpy nerves are 
history.” 

P. S. Saving blushes is only part of it. 

Specialized Tension envelopes also 





save time, save postage, protect the 
contents of the envelope, promote 














sales and attract favorable 











attention as well. 


to p°" Your jac’ Writ 
toting Phone's, Tension. terhead 


' Tension 


“TENSION ENVELOPE CORPORATIO ay 
FACTORIES: New York 18 N.Y. © St. Lovis 10, Mo. 
Minneapolis 1, Minn. @ Des Moines 14, lowa © Kansas City 8, Mo. 
Over 100 Representatives Selling Direct to User 
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by Seymour Koretz 


REPORTER’S NOTE: 


recently written and issued by Seymour Koretz, 
We are reprinting, by permission, the material on the 
because it has informational and inspirational value of importance to 
The last two pages gave a glowing word picture of the services offered by the 
Sober and sound promotion. 


899 Broad Street, Newark 2, N. J. 
first six pages .. . 
all of you. 
Koretz agency. 


So... You Think Selling 
Will Take a Holiday 


Lots of manufacturers do. They re- 
member 1942-43, and have decided 
we're in for it all over again. And if 
you are thinking along these lines, you 
probably size up your current position 
something like this: 


— 


. The last 3 months have produced 
a comfortable, or even a large back- 
log of orders. 


Nm 


. Raw material prices have gone up, 
or are going up, or give evidence of 
a continued rise for some time. 


w 


. Shortages of raw materials or com- 
ponent parts are here, or are anti- 
cipated in the near future, or at 
least they are threatening enough 
to be an important cause for worry. 

4. Your own price increases, if any, 
have resulted in increased orders 
from the trade. 

. With one eye on possible defense 

orders, and defense spending, you’re 

concerned about your ability to 
meet all of your future trade re- 
quirements. 

With the inflation spiral starting 

again, it looks as if your chief prob- 

lem may be production rather than 
sales. 


I 


6. 


Maybe You're Right . . . Maybe 


Maybe you ought to ease up on selling 
effort. It’s the easiest thing to do! 
Few people see the need for going 
after additional sales in a situation 
like the present one. At a time like 
this it’s only natural to concentrate on 
your current problems. And making 
sales, in this instance, isn’t one of them. 
There may be time enough to concen- 
trate on that when the situation is 
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The accompanying copy appeared in a dramatic eight-page folder 


President of Koretz, Ideas and Co., Inc., 


Courageous, too. 


clearer and when there is some indi- 
cation that you're going to need busi- 
ness, and will be able to supply the 
finished products. Maybe it’s o.k. to let 
down your guard. MAYBE. But 
don’t put your sales efforts in dead 
storage till you’ve read and thought 
about what we have to say. 


x x x 


Now, we don’t lay claim to knowing 
all the right answers. And we've been 
very cautious (even before Gallup) 
about making predictions. But we say 
“DON’T SELL SELLING SHORT 
JUST YET!” 

WAIT! Before you shake your head, 
or toss this into the wastebasket, do 
us (and yourself) a favor and look at 
the following evidence: 


Why we say: DON’T write off the 
Need for SELLING Just YET! 


1. We are NOT ina period of TOTAL 
MOBILIZATION. Even if defense 
and war spending reaches 30 to 40 
billions over the present budget, bear 
in mind that only a short time ago 
our economy was already running about 
30 billions below its peak. An addi- 
tional 30 billions added now will bring 
it back to a comparative level. 

2. In 1941 we were starting from 
scratch. Since then, a large propor- 
tion of the demand resulting from de- 
pression shortages prior to 1941, and 
from curtailed civilian production dur- 
ing the war, has been met and satisfied. 
We are now producing for a 265 billion 
dollar economy, and it is reasonable to 
assume that we have the production 
capacity to increase this another 30 or 
40 billion dollars without complete, 
or even substantial dislocation. 


dont sell 
SELLUIA 
short 
just YET! 


READING TIME: 6 Minutes 
THINKING TIME: Considerabl 





( 


3. Recent increased consumer demand 
was accelerated largely by “fear of 
shortage” buying, and not by actual 
shortages. Consumer panic buying has 
largely stopped. 

4. Most shortages seem to have resulted 
from TRADE buying rather than from 
consumer demand. Wholesale and 
retail inventories are high right now. 
They’re likely to remain high unless 
the PUBLIC buys. And here are some 
reasons why we feel getting the public 
to buy may be tougher than is anti- 
cipated: 

Increasing curtailment of liberal credit 
terms to the public. 


(a 


~ 


(b) Sharply increased personal taxes cutting 
into “take home” pay. 

(c) Fall-off of demand due to higher prices. 

(d) Continued availability of merchandise dis- 
couraging scare buying. 

(e) Bond-selling drives may siphon off sur- 
plus funds. 

(f) Anticipation of price controls may delay 
buying. 

(g) Favorable war news decreases the urge 
to buy. 


5. From the wholesale angle, the fol- 
lowing factors may make it tougher 
to sell to the trade: 


(a) If the retailers aren’t moving merchandise 
sufficiently fast, inventories usually back 
up at the wholesale level. 

(b) It is unlikely that wholesalers and distri- 
butors can continue to add to inventories 
at the present rate. 

(c) Government curtailment of credit at the 
wholesale level may reduce substantially 
the wholesaler’s ability to build inventory. 

(d) Government restrictions against hoarding 
of raw materials and excessive inventories 
may bring a sharp drop in current orders. 

(e) Increased corporation taxes may cut into 
the availability of inventory funds. 

(f) A drop in speculative buying may ease 
so-called shortages. 


(Continued on page 12) 








(g) The favorable outlook in Korea (barring 
possible major trouble with Russia) may 
bring a curtailment of wholesale buying, 
and even cancellations of orders. 


There you have a brief and necessar- 
ily limited outline of what may happen. 
Mind you, we don’t say it will happen. 
But from the evidence, we believe that 
these are “probabilities” as well as possi- 
bilities. That’s why we recommend 
you THINK TWICE BEFORE CUR- 
TAILING YOUR SELLING EF- 
FORTS JUST YET. Look at it this 
way. You may even have to increase 
your selling efforts in the near future 
because: 


1. Additional sales promotion may be 
necessary to help the trade in moving 
the large inventories which have been 
accumulated, 


2. Imposition of excess profit taxes 
may increase competitive advertising 
and bring many new advertisers. 


3. Expansion of production capacity, 
with or without government help, may 
make much more consumer goods and 
industrial equipment available. 


Dollar Bill 


Mailings 


“Direct mail” has received a very 
black eye as a result of disclosures re- 
cently made in New York. Since so 
many of our readers have sent us 
samples of “dollar bill” mailings with 
“what's this?” inquiries we will 
give you a short report. 

The country has been literally flooded 
for the past several years with appeals 
from two different cancer organizations 

. . both using the old technique of 
enclosing a real dollar bill and asking 
for a return of the bill plus your own 
donation. 

This reporter has frequently warned 
that this stunt was good when it was 
first organized (honestly) by either 
Bob Collier or Walter Newton for a 
legitimate California charitable organ- 
ization. We have felt that its revival 
was being overworked and overplayed 
... but we didn’t know the whole truth, 
even though suspecting part of it. 

We now have the story . . . and it is 
a dirty mess. We'll brief it. For fur- 
ther information consult court records 
or the Better Business Bureau. 


OUR ADVICE 


1. Don’t let your SELLING GUARD 
down. 
2. Stay flexible. 


This era of semi-mobilization may 
continue for two years—five years— 
ten years. The disturbances caused by 
international alarms, recurring short- 
ages, increased preparedness may re- 
present “normal” business conditions 
for a long time to come. (National 
defense spending and the maintenance 
of standing armies are conditions under 
which England and Europe have lived 
for the last century.) No prudent 
business man can lay down his selling 
tools, confident that the tide will favor 
him. Plan, and continue to lay plans, 
as if selling were a necessity. IT 
WELL MAY BE. Pushing your pro- 
duct, protecting your brand are your 
life lines thru this uncertain period— 
and beyond. It is possible, of course, 
that conditions may force the _post- 
ponement of your plans. But that’s 
better than not having them—when 
you need them! 


The Attorney General of New York 
State recently caused the formal dis- 
solution of “The Cancer Welfare Fund, 
Inc.” of 360 Fifth Avenue, New York. 
It was revealed that a bare five cents 
of each dollar collected went to actual 
cancer relief, and even that word “re- 
lief” has to have a question mark. The 
promoters, we understand, have been 
enjoined (by some legal steps) from 
ever again making public solicitations 
for charity. 

The promoters used the “dollar bill” 
mailing stunt. They plowed back the 
dollars returned into more mailings; 
spent twenty-five per cent of revenue on 
salaries and seventy per cent on “ex- 
penses.” It is too bad that so many 
prominent and honest people allowed 
their names to be used as officers and 
directors. The Attorney General has 
turned over all his findings to Postal 
authorities . . . and there may be other 
required and deserved actions in the 
near future. We hope so. 

The other case is even worse. On 
November 2, the New York Attorney 


General brought injunction — action 
against a Detroit organization known 
as the National Cancer Hospital of 
America. And also against the New 
York direct mail concern which was 
supplying the “dollar bill” mailings 
on a contract and commission basis. 

The Attorney General called the fund 
raising scheme “a wildcat speculation in 
human generosity that is little more 
than a fraud on the public.” 

This campaign has really flooded the 
country. There are various reports on 
amounts _ collected—ranging from 
$600,000 to $1,011,000. The promoters 
kept pyramiding the returns by using 
part of incoming contributions to load 
outgoing mail with “dollar bait.” The 
Hospital organization, according to 
statements of officers, was being charged 
$250 per thousand for the letters (a 
bit stiff even in these days) plus a 
fifteen per cent commission on contri- 
butions. 

But the real joker is that the “Na- 
tional Cancer Hospital” is yet to be 
built even though the solicitation letter 
stated “more than seventy per cent of 
our patients are non-paying.” 

The Attorney General of New York 
is to be congratulated on making a 
start at cleaning up a very deplorable 
situation. It has definitely given direct 
mail a black eye .. . and it will hurt 
for the time being at least many of the 
worthy charitable organizations who 
use the mails. 

Last year, at this same time, this 
reporter urged the legitimate social wel- 
fare organizations to get together . . . 
to map plans to expose the racketeers 

. . to prevent in some way the deluge 
of charity appeals around Christmas 
which irritate the recipients. 

We again urge this kind of action. 
The public should be warned of frauds. 
The public should be given some assur- 
ance of safety and dependability. 

We think some plan could be devised 
by which every worthwhile charity 
organization could carry on its letter- 
head or promotion piece some definite 
statement of “approval by -—------ ” Of a 
definite reference to some reliable source 
of information, such as the Better Busi- 
ness Bureau or the Welfare Council. 
Otherwise, fund raising appeals will 
continue to shrink in returns. 

At any rate ... the “dollar bill” ap- 
peal should be definitely buried. It 
will remain suspect for a long, long 
time . . . because of its abuse by callous 
entrepreneurs. 

Note: It should be emphasized that 
the cancer organizations mentioned 
here have absolutely no connection in 
any way with the reputable American 
Cancer Society (organized in 1922) 
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for research and 


funds 
education, not with the 100°, pure 
Damon Runyon Fund whose officers 
donate all of their time and expenses. 


which raises 


ANOTHER CONVERT 


Good morning, Mr. Hoke, 

Yes, certainly want to take advan- 
tage of your offer of a reprint of the 
two page spread in the March issue, 
containing the various forms and the 
dope on your “dearless letters”. 

About three years ago, while with H. 
& A. Selmer, Inc. in Elkhart, Indiana, 
we introduced dearless letters on all 
outgoing correspondence (mostly to 
music dealers throughout the country), 
and the form used on this letter was the 
most popular among all the people writ- 
ing letters within the company. 

Got to the point whereby several of 
these dealers used the same dearless 
letters rather consistently. 

Cordially, 

Stewart S. Jurist 

Faweett Publications, Inc. 

Greenwich, Connecticut 
REPORTER'S NOTE: Thanks for helping the 
“crusade.” One caution. Be careful of 
“Good morning” openings. Your letter may 
hit in afternoon or on a day which isn’t 


particularly ““good."" More general openings 
are better as explained in our reprint. 


A GOOD LETTER 
FROM ENGLAND 


Tt isn’t often we get the chance to 
reproduce direct mail used in England. 
But here’s one recently received which 
was mailed by Felix Catfood, Feltham. 
Middlesex, England. Multigraphed on 
their attractive canary tinted letterhead. 
and machine signed by Clifford B. 
Smith: 


Dear Sir: 

How many of your customers keep a cat? 

You will know in about two weeks’ time! 

Within a fortnight, 10,000 letters will 
have been received by a selected list of 
people in Leicester—hundreds in your own 
district—telling them all about FELIX CAT- 
FOOD. Your customers will also read the 
‘Felix’ advertisements in your local papers... . 

The rush will start! 

Here is where YOU come in. 

Fast selling lines are your best money 
makers—they turn over almost as fast as 
they come in, the profits mount. 

Your customers will buy Felix Catfood 
week after week, year after year, because ALL 


like it, and it contains every ingredient 
essential to good health and proper feeding 
of cats. 

A carton of Felix Catfood contains 4 


DISPLAY CABINETS each containing twelve 
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1/— greaseproof packages. Total retail value 
is 48/— and your profit is 12/— on each 
carton, and it sells itself! 

You will soon be selling hundreds of 
packages of Felix Catfood, so send in your 
trial order at once—before the rush starts. 

Fill in the enclosed card, please, as we do 
not employ salesmen, and post it or give it 
to your wholesale supplier. 

The letter was written by Ralph 
Aynsley-Cooper, who is associated with 
our old friend Martin Perry of the 
St. Giles Publishing Co., Ltd., 80-81 
St. Martin’s Lane, London, W. C. 2, 
England. We think the letter is well 
written. 


‘PERENNIAL 
JOURNEYS’ 


My granddad, viewing earth’s worn 
cogs, 
Said things were going to the dogs; 
His granddad in his house of logs, 
Said things were going to the dogs; 
His granddad in the Flemish bogs, 
Said things were going to the dogs; 
His granddad in his old skin togs, 
Said things were going to the dogs; 
There’s one thing that I have to state— 
The dogs have had a good long wait. 
—of unknown Authorship. 
Above taken from attractive, two- 
color small card issued by The Can- 
adian Fire Insurance Company, Winni- 
peg, Manitoba, Canada. 


@ THE COLOR CONTROVERSY in tele- 
vision has caused a flood of direct mail. 
Press releases galore with charges and 
counter-charges from all sides, bulletins 
to distributors and dealers .. . all of 
which probably create more confusion 
than already exists. We are still try- 
ing to get a good story on possible 
tie-ups between television and direct 
mail. A few sponsors are showing and 
offering booklets in commercials . . 
but not many. 


@ SOMEBODY IN CHICAGO should 
tell the Stewart Sales Co., Inc. at 527 
South Wells Street, Chicago 7, Illinois 
to watch their addressing more care- 
fully. Wasting a lot of money in dupli- 
cates. A lady in Missouri received 
five identical Stewart pieces in same 
mail... addressed with identical labels. 
That's giving direct mail a hopeless 
handicap. 


@ THOMAS Y. CROWELL COMPANY 
(432 Fourth Avenue, New York 16, N.Y.) 
could also profit by a list-cleaning job. 
A friend of ours in Philadelphia got 
hold of three identical pieces arriving 
in same mail and directed to an address 
where final recipient had not been for 
more than a year. 





N 4 of a series of people YOU 
0. have on Your Mailing List. 














He never answers his mail promptly. 
And before tomorrow, the reply- 
card may be lost... unless you use 





REPLY-O LETTERS, that is. 


| REPLY-O LETTER carries your 
(already filled-in) reply card in 
| an exclusive slip-out pocket until 
| wanted whether for days, 
| weeks, or months. The card needs 
| no pencil, pen or fill-in. 


If you want greater returns, try 
| REPLY-O LETTER just once! You, 


| too, will say 

| 

".. tickled pink... over 700 inquiries 
... twice what we have been able to draw 
from other forms of direct mail.” 


F. W. Dodge Corporation 


Send for sample letters and free copy 
of “IT WAS ANSWERS HE WANTED.” 


USE THE 
REPLY-0 


LETTER 
















rhe REPLY-O 


PRODUCTS COMPANY 


150 WEST'22nd ST.. NEW YORK 11 
Sales Offices 





BOSTON — CHICAGO — CLEVELAND 
DETROIT — TORONTO 








A Touch 


of Class in a 
Dealer Campaign 


A Case History 


Too many “dealer campaigns” are 
pretty much cut-and-dried affairs. A 
series of self-mailer broadsides or post 
cards, some envelope “stuffers,” mats, 
copy and list suggestions. Nothing 
particularly different from the material 
supplied by other manufacturers to its 
dealers or distributors. 


The Socony-Vacuum Oil Company 
(26 Broadway, New York 4, N. Y.) 
and sales promotion supervisor Dexter 
W. Goldthorp should get some special 
pat-on-the-back award for adding 
CLASS (in big caps) to a dealer cam- 
paign. 

Although this unique and different 
plan has been operating for a number 
it is not generally known 


So Tue Re- 


of years... 
in the advertising field. 
PORTER investigated. 


Each year a new plan (but with a 
now familiar CLASS) is offered to the 
“resellers” the local distributors 
or suppliers of fuel oil for home heat- 
ing. Behind the plan was a determina- 
tion to prepare direct mail that would 
get business by building in each com- 
munity the prestige of the local Mobil- 
heat reseller. 

The prospectus for the 1950 cam- 
paign was, in itself, a thing of beauty. 
Spiral bound. Gold foil laminated 
cover with silk screen titling and plastic 
protecting sheet. Inside explanatory 
pages are printed on high-quality stock 
with expert typography. 

The resellers are introduced to a 
highly personalized direct mail cam- 
paign “the closest possible ap- 
proach to a personal visit to each and 
every customer and prospect.” 
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The Campaign has five dis- 
tinct aims: 


* Eliminate the necessity of costly 
time-consuming calls. 

* Secure maximum customer renew- 

als—with minimum customer turn- 

over. 

Gradually soften prospects—win 

new business. 

® Educate and convert coal cus- 

tomers to the use of oil. 

Establish resellers company name 

as the standard of quality and re- 

liability in the market. 


The portfolio also gives some vital 
statistics on past results. All or part 
of previous campaigns have been used 
by more than 60°% of all dealers. Re- 
sults were reported as high as 90°% on 
Mobilheat renewal contracts. On new 
business solicitation, one reseller _re- 
ported 245 cards returned out of 350 
mailed. On the over-all average, re- 
sponses were around 22.5‘ 

The entire campaign is copyrighted. 
All mailings are beautifully illustrated 
by famous artists, persuasively written 
and handsomely produced in_ best 
graphic arts style. All mailings are 
personalized with recipient’s name and 
dealer signatures or imprints. 

Dealers can have finished material 
shipped flat for local addressing, in- 
serting and mailing or can buy com- 
plete package . all stamped ready 
for delivery to local post office. 

It is impossible, in this report, to 
visualize the real beauty of the mailing 


pieces. But we'll reproduce some of 


them in plain halftone. You will have 
to imagine what the four-color letter- 
heads . . . using design treatment at 
top and company name at bottom... . 
really look like. 

Renewal letters go out in April and 
May. Prospect letters in April, May, 
September and October. Each letter 
mailing is followed by a triple-wing 
card with design and appeal tied in 
with preceding letter. There’s also a 
letter to regular customers (see filing 
drawer design) for getting names of 
new prospects. 

Also a special mailing for dealers who 
sell both coal and oil. Also ... a 
very special mailing for Christmas 
period and optional calendar blotters 
or art calendars. Seventeen pieces in 
all . . . with a complete family resem- 
blance and CLASS treatment through- 
out. 

It is a remarkable campaign. It sets 
a pattern of CLASS which adds sta- 
ture to direct mail. No wonder the 
Mobilheat dealers like it. No wonder 
the recipients like it . . . because the 
approach is cheerful, original, appeal- 
ing and hard-to-refuse. The campaign 
succeeds in building a business person- 
ality. 

We understand that the 1951 cam- 
paign will be just as good—if not better 
—but it’s not available for outside in- 
spection just yet. 

At any rate, THE Reporter applauds 
Socony-Vacuum, Dexter Goldthorp and 
Bourke & Miller, Inc., (745 Fifth Ave- 
nue, New York 22, N. Y.) who handle 
the designing, production and fulfill- 
ment for a distinct contribution 
toward improved techniques in dealer 
direct mail campaigns. 
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How to Double 
Sales to Prospects 


by Dean Burgess, The Knox Company, Fort Erie, Ontaric 





REPORTER'S NOTE: This is a story which 
needs telling and retelling. Advertising people 
like to brag about the wonderful inquiries 
they receive . . . but it’s a well-known fact 
that most advertisers flop terribly on turning 
inquiries into sales. Charlie Morris and 
others have conducted surveys which showed 
startling figures . . . some advertisers don’t 
even answer inquiries: most follow up only 
ence. So read about the very simple formula 
used by Dean Burgess. It should give you 
some profitable ideas. 





This deals with increased sales to 
Mail Inquiries, in the hope that other 
firms can increase the percentage of 
sales to their inquiries. 

Many businesses have just as good 
prospects as the inquiries I’m writing 
about—prospects genuinely interested— 
who have asked for prices—asked for 
specifications—asked other questions 
about a product. 

Sales to such prospects can usually 
be doubled—often trebled, by the sim- 
ple method shown here. 

A mail order firm invested about 
$1500.00 in space advertising, and about 
$500.00 more in envelopes, printing, 
postage and other “follow up” material. 

To make a profit they needed to sell 
from 20°% to 25°% of their inquiries. 
Their original letter sold only 5%! 

A rewritten letter, plus a new cir- 
cular and a new order blank sold only 
4°. The whole effort looked like a 
flop. 

Today that same firm is selling over 
30°% of its inquiries, and has sold over 
half a million dollars worth of goods. 
By better letters and circulars? No 
—by repeated mailings. 

Here is when they answer their in- 
quiries. 


First mailing same day 
Second mailing 10 days 
Third mailing 3 weeks 
Fourth mailing 5 weeks 


Fifth mailing 7 weeks 
Sixth mailing 3 months 
Seventh mailing 6 months 
Eighth mailing 9 months 
Ninth mailing 1 year 
Tenth mailing 18 months 
Eleventh mailing 2 years 
Their first letter still sells only 5°4— 
other letters sell from 3°, to 4°, on up. 
Combined, these letters sell THIRTY 
THREE AND ONE FOURTH PER 
CENT of the prospects. 

There is the whole formula—re- 
peated follow up—as long as they pay. 

Mail order firms usually find that 
they get only about half of their sales 
from first solicitation. The other half 
comes from repeated follow ups. 

But—nine out of ten firms who 
solicit inquiries through publication ad- 
vertising, or otherwise — NEVER 
SEND SO MUCH AS A SECOND 
MAILING. 

The reason repeated mailings pay is 
quite obvious. A man or woman 
sends an inquiry for just one reason 
—interest. 

But, he buys, not when you or I 
want him to buy, but when he wants 
to buy. That may be within a week— 
it may be within a month—it may not 
be for a year—it may be in two years. 

No one knows just when this pros- 
pect will be ready to buy—the pros- 
pect himself does not know. Neither 
you nor I can tell any man just when 
we will buy our next suit of clothes, 
automobile, or pair of shoes. But we 
certainly will buy them. 

The same applies to the prospects. 

The answer is simple. Ask for his 
order, ask again—ask again—ask again 
—keep on asking and then ask again. 

Then we are certain, and absolutely 
certain to ask somewhere near the 
time when they are ready to buy. 

And it takes so few to make money 

—3°,—2°%—often less than 1°%. 


What matter if 99 out of 100 

DON’T buy—so long as we make 

money on the one to three per 

cent who DO buy? 

If we send these repeated mailings 
the next questions are: When? How 
far apart? How long a time? 


When? 


Just as you or I want a price on 
printing—want to see an artist about 
a drawing—want to see a man about 
a typewriter—now—this instant— 

—a man asking for information on 
your product, or mine, wants the quick- 
est answer that can be sent, and that 
still is not fast enough. 

He wants the information now. 

And so—the first solicitation, na- 
turally, should be made as quickly as 
possible. Always it should be mailed 
the same day. 

During the first month, the prospect, 
whether the item is large or small, 
probably continues his interest. 

In that time I personally like to 
time solicitations as follows—first fol- 
low up—l0 days. 

Others two weeks apart. 

So far as I have ever checked— 

and I have checked results with 

the record sheet—all “follow ups” 
mailed within this time, have paid. 

From that time on, the prospect’s 
interest is likely to wane—or, to put it 
another way, a continuously smaller 
and smaller percentage of prospects 
will be interested. 

Some will, at almost any given mo- 
ment, be as interested as they were 
the day they inquired. (Which can 
be proved by the number who buy 
from the other fellow). The greatest 
majority will not be interested at all. 

With this in mind, we simply stretch 
the intervals of mailing—to a month— 
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two months—three months—or even 
more. 

On real high priced articles—like 
hearses—monthly mailings are not too 
much. On a list of a thousand, one 
sale in two months pays the cost—and 
it doesn’t cost much more to mail 
1,000 than 500, 750 or 900—so, all 
may as well be mailed monthly. 

On low priced articles—say with a 
profit of $5.00—it takes more orders— 
one out of 100 compared to one out of 
two thousand on our hearses. So, we 
cannot afford to mail so often. 

Stretch the interval—and it works 
fairly well. 


How Long To Mail? 


Naturally, you nor I nor anyone else 
wants to send mailings, to prospects, 
or to anyone else, unless these mailing 
make a profit. The method of de- 
termining is the simplest of anything. 
Keep mailing until you lose. 

Whether it is the fourth follow up— 
the fourteenth—or the four hundredth. 
makes not one particle of difference. 
Don't try to decide for yourself—nor 
permit anyone to advise you. Let the 
customer decide—and by his hard cash 
money. 

If the prospects send you enough 
money in response to a mailing to pay 
the cost, and give you a profit—by all 
means continue. If not, by all means 
discontinue. 

Keep mailing until you lose. 

Because—when you lose, it need be 
on only 500 to 1,000 mailings—a cost 
of from $30.00 to $60.00 or possibly 
$100.00—the most you can lose. 

3ut if it pays—you can send that 
same follow up for the next five years 
—or ten years—or twenty years—and 
$5,000.00 to $10,000.00 in profit is 
easily possible—or more. 


Copy? 


The big percentage on that prospect 
list-—even when they are fresh—ARE 
NOT GOING TO BUY. The firm 
I mention sells 333°. of its prospects. 
But—two out of three don’t buy. 

For that very reason, the copy should 
be directed to the one out of three who 
does buy. 

Too often we reason to hear from 
the prospect who in spite of all our 
best efforts, we have not been able to 
sell. And so we try to frame a new 
and better message that will sell him. 

This thinking is down the wrong 
alley—because we are thinking about 
the two out of three who will never 
buy anyway—when we want to be 
thinking about the one out of three 
whom we can sell. 


? 
Continued on page 20) 
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“YOUR COURSE HAS BEEN 
AND IS A THOROUGHLY 
FASCINATING EXPERIENCE. 
| PERSONALLY FEEL THAT 
ITS FIRST PROSPECTUS WAS 
AN UNDERSTATEMENT” 


So wrote a businessman ‘‘student’’ who had just completed a 
year’s study of my Training Program in Direct Mail Advertising 
(for advertising executives . . . and for training assistants). 


IF YOU USE THE MAILS FOR ANY 
PROMOTIONAL PURPOSE ... YOU 
CAN INCREASE YOUR SKILL AND 
IMPROVE THE EFFECTIVENESS OF 
ALL YOUR APPEALS BY AN OR- 
DERLY, SYSTEMATIC STUDY OF 
THIS TRAINING PROGRAM. 





Direct Mail is a BIG subject It has 
many angles Many pitfalls Lack of 
experience and know-how can lead to a 
tremendous waste of money Waste of 
effort, too. 


But Direct Mail can be made simple 
The experiences of the past twenty-five 
years can be co-ordinated step-by-step 

to give the user of the mail an 


effective, money-saving and money 
making working suide 

This course is designed for home ot 
office study . . either by individuals 





ov by groups. 


If you are interested in an orderly, thorough, down-to-earth, 
year-long study program in all the ramifications of a VERY 
BIG subject . . . send for my prospectus now. You can start 
any time. You will receive study sections every two weeks 
for a year, Fee $115 . which includes personal advice and 
criticisms. 


Write personally to 


HENRY HOKE 
17 East 42nd Street, New York 17, N. Y. 
































BASSET HOUND 
Color photo by YLLA 
from Rapho-Guillumette 


ply by STECHER - TRAUNG 


#4 


Step up the selling power of your advertising material and 
sales literature by using the dynamic influence of FULL COLOR! 
“Lithography by Stecher - Traung” is the unique all - in - one service that 
provides proven economy, unexcelled craftsmanship, and perfect 
quality control — from start to finish! The message you now 
read is a Stecher - Traung example. In our own plant we coated the paper, 
ground the inks, set the type on film, made the full - color 
engravings and press plates, and lithographed hundreds of thousands of 
copies, all colors at one time! This same service, complete 
or in part, is yours — at a saving! Write, phone or 


wire today for further details! 


SPECIALISTS IN FULL COLOR—Consumer Folders * Booklets * Catalogs * Circulars * Broadsides 
Labels * Box Wraps * Streamers * Displays * Posters * Folding Boxes * Merchandise Cards 
Seed Packets * Specialty Envelopes * Full Color Letterheads * Greeting Cards 


STECHER-7TRAUNG 


‘How To Save Money On LITHOGRAPH CORPORATION 


FULL COLOR Lithography” 
—a he'!pful guide in pre- 


Send for our new book 


Plants at 


Rochester 7, New York e San Francisco 11, California 
paring sales and adver- 


tising material. Write on 

compony letterhead for Offices: Baltimore * Boston * Chicago * Columbus «+ Harlingen 

your free copy. Los Angeles * Macon * New York * Oakland + Philadelphia + Portland 
Rochester * Sacramento + San Francisco + St. Louis * Seattle 


Special New York Sales Associates —- Rode & Brand 
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New MOSELY Checks | 


... to enlarge your 
1951 PROFITS 


can be starting your way 
soon by registering all facts 
about 


YOUR MAIL BUYER, INQUIRER, 


PROSPECT LIST S for 


ne-time addressing for ott 


® 
7) 


EXCLUSIVELY 
and experienced 


MOSELY ORGANIZATION 
Teams of Mail Order List Special- 
ists will comb America to develop 
new, non-competing mailers to 
your lists without sales 
or bother to you and alwoys 
subject to your okay 

Air mail full details to-day 
to Dept. RE-12-B 


MOSELY 


Selective LIST Service 
38 Newbury St., 
Boston 16, Mass. 

PHONE COmmonwealth 6-3380 


Charter member: NATIONAL COUNCIL 
OF MAILING LIST BROKERS 


“MOSELY sends the CHECKS” 


with the sizable 

















A CINCH r A PINCH 


You always save time. 


. or any other time 
money, and worry when you use the FOTO- 
TYPE system of type preparation. Eliminates 
costly metal ty pe and slow. old-fashioned ty pe- 
setting methods entirely. Anvone can use it. 
Just slide die-cut letters into self-aligning com- 
posing stick and mount on lavout ready for 
reproduction. Faster, easier, cheaper. Send for 
free catalog. Vo type used in this ad! 


1423 ROSCOE ST CHICAGO 13 











of names 
you want 


Industrial List Bureau 
45 Astor Place, New York 3, N.Y. 
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The man who is going to buy is 
just about as much interested as ever. 
His interest may have died—it may 
have been reborn—but the interest is 
there. 

And that fact controls the copy. 

The copy should be addressed to the 
man who wants to buy—who will buy. 
He is the only one we will sell. We 
can probably make plenty of money 
if we sell 2°. or even 1°.. So, none 
of us need ever mind about the 90—95 
—or 98°. who we can’t possibly sell— 
just those we can sell. We can’t sell 
enough of them to keep the cash 
register ringing—we can sell—easily— 
twice as many of our prospects as do. 

This means that the copy is easier 
to write. The important thing is keep 
the mailings going, and to send them 
on time. The mssage is of minor 
importance. 

The same basic ideas that have been 
successful in selling part of the pros- 
pects—will also be successful in selling 
more of them. Instead of lying awake 
nights, trying to work out new sales 
angles—just come right back to the 
old sales angles. 

Often it’s advisable to state the price 
and ask for an order in the opening 
sentence. 

Often it is simpler—costs less and 
gets just as good resulttw—TO REPEAT 
THE EXACT MAILING SENT 
THREE MONTHS BEFORE. 


One Adve 


In my own mailings, | have used the 
same mailing exactly—to the same list 
exactly—for the last fifteen years. Onc 
mailing, started fifteen years ago, is 
still in our follow ups—and is. still 
among one of our best selling letters. 

Get back to the original formula- 
repeat the mailings—and get them out 
on time. 

Again and again someone makes an 
analysis of business firms advertising 
for inquiries. The original reply is 
received all the way from three or four 
to thirty days—and sometimes not at 
all. 

Again not one out of ten of these 
firms sends as much as a second mail- 
ing. 

The same is usually true of firms 
who get prospects in other ways—peo- 
ple who write for prices—for infor- 
mation—or otherwise express an in- 
terest. Seldom do they get more than 
one solicitation. 

So—in more cases—sales can easily 
be doubled by this simple formula: 

Mail again and again. As in- 
quiries grow older increase the 
interval between mailings. Check 
results and keep mailing until the 
checking record shows they no 
longer pay. 

In this particular case—sales to old 
prospects—which usually lie dormant 
in the fle—amounted to more than 
$72,000.00. 


rtising Man 


to Another 


GEORGE KINTER’S MONTHLY LETTER EXPRESSING 
ONE MAN’S OPINION 


[ just read a book, Henry. It was 
a big book—210 pages. I counted the 
words on one page—six hundred of 
them. That would add up to about 
126,000 words. A lot of words, Henry, 
but a lot more have been put into books 
that made less sense. 

The reason these words made so 
much sense was because they were 
not all put together by one writer to 
express his or her opinion or with the 
hope of entertaining the reader. They 
expressed the opinions of several score 
writers on the same subject—Business 
Ethics.” 

There are a lot of people, including 
myself, who could or have used more 


words on the subject but I am inclined 
to think that the varied opinions put 
together by Professor Maurice Baum, 
head of the Department of Philosophy, 
Kent State University, Kent, Ohio will 
have more weight than would any 
one-man’s opinion. 

However, I fear that the title of 
the book, “Readings In Business Ethics” 
may defeat the very purpose for which 
the book was put together, since those 
who should read it are not interested 
in ethics. Most of the people who will 
read the book will be those who are 
vitally concerned about the lack of 
ethics in business and advertising and 
if the good prolessor burned the mid- 
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_night oil putting together the readings 


in interesting sequence, with the hope 
of retiring on the royalties, he should 
have hunted up a clever advertising 
man to dream up a title to intrigue 
the racketeers in business—trick them 
into buying the book just as they trick 
the public into buying soap, cigarettes, 
toothpaste, cure-all, etc. 

But the professor is, apparently, from 
the old school of philosophy—the philo- 
sophy of honesty being the best policy— 
and he titled the book just what it is 
—“Readings In Business Ethics.” Its 
primary purpose is to increase concern 
about moral standards in business and 
the advertising “profession”’—or the 
lack of it—and its compiler has made 
a sincere effort to balance opposing 
viewpoints. 

While the book may not enjoy a 
wide reading by the current crop of 
business and advertising people not 
interested in ethics, the compiler may 
have the hope—and I would share it— 
that it may be used as a textbook by 
enough of now students in business 
and advertising to bring about such 
crop control. 

The opinions expressed by scores of 
honest, ethical business and advertising 
people, as well as conscientious workers 
in the Better Business Bureaus, passed 
along by Professor Baum will certainly 
bring $3.25 worth of fervent amens 
from anyone nauseated by much of the 
present business and advertising me- 
thods. 

The publisher is William C. Brown 
Company, 915 Main Street, Dubuque, 
lowa. 


Here, Henry is a good spot to ask the 
Federal Trade Commission—that 
“Agency of the Government” Philip 
Morris has been publicizing in its radio 
commercials—a few questions that are 
probably bothering a lot of readers of 
advertising: 

Have you, Gentlemen of the FTC, 
checked on those “35 doctors” who have 
“proved” that 2 out of 3 women can 
have lovelier complexions in just 14 
days by using Palmolive Soap? Do 
you have a list of these “doctors” in 
your files? 

Have you made a check of the Holly- 
wood “Stars” to determine whether 
or not 9 out of 10 use Lux soap? 

Have you ever dropped into the 
United States Laboratory to watch 
white clothes being made whiter than 
brand new and washable colors brighter 
than brand new with soliumized Rinso? 

Have you ever held a stop watch on 
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anyone using a Universal Iron to see if 
it actually saves 26 minutes out of 
every ironing hour? 

Do you gentlemen know of anyone 
who has gotten well quicker from 
coughs due to colds by using Honey 
and Tar Cough Compound? If so, did 
they get well quicker than they did by 
taking other remedies or quicker than 
they did when they didn’t take any- 
thing? 

Have you checked to find if Old 
Dutch Cleanser removes grease faster 
—and faster than what? and that its 
sudsing action is 11 times greater— 
and greater than what? 

Do you have in your files, figures to 
show that more women prefer Clorox? 

Have you made any effort to find 
out what Brillo gives the shine in half 
the time of? 

Doris Day says she is sure of all 
over Lux Loveliness with the big Bath 
Size. I will not ask you to check on 
this. 


That last paragraph to the FTC, 
Henry for some reason or other, re- 
minds me to thank you for your 


thoughtfulness in sending along, for 
my “inspiration” the tear sheet from 
the house magazine of the Texaco 
Company, bearing the delicious mor- 
sels of Cheese Cake. 


As yet, I have not lived down my 
foot-slip in a house magazine I do for 
an industrial concern and which you 
publicized in the July issue of Tut 
REPORTER. 


While I am still of the opinion that 
Cheese Cake doesn’t help advertising 
do a selling job, I will admit that my 
use of it brought more requests for the 
issue in which it was used than for any 
issue I have done during the past ten 
years. (Old honest George they call 
me.) 


But . . . a little detective work un- 
covered the fact that a large percentage 
of the requests came from people who 
were not users or prospective users of 
the products my client makes. Could 
be they are in the advertising busi- 
ness and readers of THr REpoRTER. 
Memo to George Kinter: Seems like we are 
both sold on the same thing . . . Professor 
Baum‘’s book. We both picked it out to 
write about this month. I'll let the two 
separate articles ride. The book is 
worth it. H. H. 





No extra postage 


on enclosure. 


Sead for samples! 


380 Capitol Avenue 
Hartford 6, Conn. 


2630 Payne Avenue 
Cleveland 14, Ohio 








ey ve OF 


Your catalog and letter travel 
together . . . and arrive together . . . in 


curs MONO-POST anvetonts 


Sales letter goes in first class compartment which is sealed. Catalog or sample 
is enclosed in large open end compartment. Each supplements the other for 
more effective, more result-getting presentations. 


you pay first 
class rates on your letter, third class 


CURTIS 1000 INC. 


1000 University Avenue 
St. Paul 4, Minn. 


355 Marietta Street N.W. 
Atlanta, Georgia 











21 








HUMOROUS BLOTTER 
CAMPAIGN TO 
INTRODUCE A NEW 
SALESMAN 


The Philadelphia Bindery, Inc. 
(Third & Vine Streets, Philadelphia 6, 
Pennsylvania manufacturers of 
catalog covers, sales presentation bind- 
ers, sample kits, etc.) had a problem: 


1. To establish the identity of a sales- 
man in a new territory ( Washing- 
ton, D. C.). 


7) 


2. To emphasize the dates he sched- 
ules for making his calls. 


3. To establish a knowledge of the 
existence of a local “headquarters” 
office. 

Executives reasoned that a letter, an- 
nouncement folder, or any of the usual 
forms of straight approach would get 
snowed under as so many companies 
are once again establishing Washington 
“Headquarters.” 

So under the guidance of Mack Nev- 
ergole of The Roland G. E. Ullman 
Advertising Agency, a series of wise- 
cracking monthly blotter calendars were 
designed. Each blotter carried a photo- 
graph of the salesman associated with 
one of the products he is selling—a 
display binder. They gave the sales- 
man the nickname “Happy Hank”— 
a device that was effective only because 
his appearance, personality, and first 
name fitted the moniker perfectly. To 
establish the dates of call an informal 
red circle was drawn around the two 


days a week the salesman would be in 
Washington. By having a girl do this 
every month, he can change his regular 
days according to circumstances. 

There has been a warm reception to 
the blotters and everyone kids 
“Happy Hank” good naturedly. His 
sales interviews start off on a pleasant 
vein. 

Some of you readers with a similar 
problem may get a kick out of the copy. 


Dog Days for 

“HAPPY HANK” KRATZ 

YOUR PB BINDER MAN 
Every week for days he dogs it around 
Washington and snatches binder orders off 
Gras . « « 
A binder order is like a bone to this big 
hungry hound . . . Treat him nice; he only 
bites his boss. 
(Company name, telephone and Washington 
address given on each blotter) 


His mother told him there would be days 
like these . . . the days when 
“HAPPY HANK” KRATZ 
YOUR PB BINDER MAN 
hits Washington 
On the surface, he’s only a boy with a 
bag full of binders .. . 
But give him an order and he’s a MAN ... 
a human dynamo with drive and daring .. . 
generating IDEAS! 
(Gad, if he’s this good, maybe we better 
keep him in Philadelphia) 


Do us a favor? 
On a red letter day, when 
“HAPPY HANK” KRATZ 
YOUR PB BINDER MAN 
is in Washington 
. phone him about 10 A.M. ... We'd 
like to know if he is really out of bed. 

If all his binder customers take turns 
waking him up early, he can do a lot of 
good in Washington .. . 

He has to sell binders to get back home. 
We only buy him a one way ticket. 


ERS SINCE 


Christmas is coming . 
and so is 
“HAPPY HANK” KRATZ 
YOUR PB BINDER MAN 

Is it a plane? Is it a bird? It’s you 
PB Binder Man! ... 

“Happy Hank” will be hovering over 
Washington with his sleigh and reindeer on 
the dates circled at right. 

His big bag is full of binders . . . and his 
big head is full of ideas . . . to drop down 
your chimney. 

So, look up on the days he’s around his 
Washington office 

But look out! (It might be a bird) 


Starting the New Year right 
“HAPPY HANK” KRATZ 
YOUR PB BINDER MAN 

is hitting Washington on the dates circled 
at right . . . with greater energy and higher 
inspiration than ever. 

We happen to know Hank gets a thrill out 
of helping folks like you . .. he gets sheer 
joy out of creating terrific binder ideas . . . 
he thrives on the satisfaction that goes with 
solving a presentation problem. 

But when you ask him what's his big 
objective in life, he’s modest .. . 


He says, “Money”. 
8 


Had Enough? 
You say you can’t stand any more of 
“HAPPY HANK” KRATZ 
YOUR PB BINDER MAN? 
You'll have to pace yourself better 
Hank uses the “drip” method of selling. 
You won't get any peace until you give 
him a binder order . 
Then you're the Boss . . . He'll do any- 
thing to make you happy . . . like he is. 


Mack Nevergole reports that reac- 
tions to this blotter series are better than 
previous use of straight announcement 
letters in other territories. 
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460 W. 34th ST., N. Y. C. 
LONGACRE 4-2640 
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MAKE THE MAILMAN 
PUSH DOOR BELLS 
FOR YOU 


With that slogan, the Lewyt Corpora- 
tion (60 Broadway, Brooklyn 11, New 
York) are making promotional history 

and are making retailers more 
direct mail conscious. 

Seems like everybody and his brother 
has heard about the sensational Alex 
Lewyt (rhymes with “do it”) .. . the 
millionaire electrical goods contractor 
who jumped into the crowded and more 
or less sedate vacuum cleaner business 
with a revolutionary new machine and 








NEW GIANT MAGIC CARD! —— 
Cont rt NEW 16-PAGE 
geo FULL COLOR BOOK! 





pg 
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ae 2 ACTION-GETTING 
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REL URN POST CARDS! 


a? Less Than Cost! 


DO IT with 


LEWYT 


revolutionary promotional 
oomph. Alex Lewyt has been publi- 
cized in many magazines. His smash- 
ing ads have appeared everywhere .. . 
but no one so far has mentioned the 
flood of direct mail which backs up all 
of this national publicity and adver- 
tising. 


a more 


Advertising and Public Relations 
Manager Donald Smith handles this 
end of the program. When we asked 
for samples and information, he said: 

“Direct mail is one of our most 
important sters to sales leader- 
ship in the vacuum cleaner field. 
Without direct mail we would be 
handicapped badly in getting the 
proper product exposure to the 
ultimate customer, the dealer and 
the distributor. 

“Direct mail has served us as 
the door opener, the advance 
agent and even the sales-clin- 
cher.” 


Donald Smith is pulling out all the 
stops to make direct mail music. Con- 
stant bulletins to distributors—with re- 
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prints of ads and publicity stories. Con- 
stant offers of direct mail helps (such 
as the circular shown here). 

The pieces themselves perhaps 
wouldn’t take any graphic arts prizes 
... but they have been effective. Single 
post cards, double and triple post cards. 
Broadsides, giant telegrams, envelope 
stuffers. A few tricky pieces, such as 
one with a red cellophane insert which 
when lifted reveals the double-duty 
advantages of the Lewyt machine. 

Another powerful piece . . . a sixteen- 
page, comic book style self-mailer which 
puts across the whole story of develop- 
ment and demonstration for all mem- 
ers of the family. 

Behind all this . . . has been a dy- 
namic promotional plan to make dis- 
tributors and retailers more sales con- 
scious. A fixed store demonstrating 
unit to arouse interest; mail follow-up 
of inquiries; post-sale demonstrations 
in the home (to insure satisfied users 
and to get names of new prospects). 

It’s a hard-hitting, fast-moving pro- 
gram. No wonder the Lewyt drive has 
made merchandising history. This 
reporter is glad to see that direct mail 
is earning such a big spot on the sales 
team. 


KIDDING ... 
OR SERIOUS? 


All of us in The Reporter office got 
a kick out of the following letter from 
Ed Lorenz of Dayton, Ohio, whose 
company publishes “Music for Choir, 
Church and Sunday School.” 

Dear Henry: 

I got a Form Letter from you today 
asking for comment on THE REporTER. 
I write so many Form Letters myself 
that I’ve gotten so that I now do not 
pay any attention to personal letters and 
only answer the Form kind. My sec- 
retary now answers all the personal 
letters and she gets so busy writing to 
customers that I have to use the hunt 
and peck method to do any personal 
answering. 

What makes THe Reporter differ- 
ent? To my mind everything else these 
days is different too so that in being 
different, THe Reporter ends up just 
being ordinary. I’ve read ten ‘different’ 
books on direct mail, including Dogs 
That Climb Trees (which completely 
stumped me). I’ve read five or six 
issues of THE Reporter, that different 
magazine, from cover to cover. [ still 
have to get one good idea from any 

(Continued on page 24) 
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better 
production 
brings 

better results 


There's a best way to produce 
direct mail .. . 

MASA members study the best, 
most effective, ways of produc- 
tion; support research and fact 
finding: share knowledge of im- 
proved methods. Their object is 
better results for you. When you 
try to “save” money with “cheap” 
production you tamper with re- 
sults. 

To check the effectiveness of your 
production source ... 

Always say. “Are you MASA?” 
YOUR BEST SOURCE for: Creative 
jirect mail campaigns, multigraphing, 
mimeographing, offset and letterpress 
printing, bindery, mailing service, mail- 
ing lists, etc. Information about post- 
al regulations and better direct mail 


For names of MASA 


members nearest you, write 


Mail Advertising 


Service Association 
18652 Fairfield Avenue 
Detroit 21, Michigan 


MASA 














FRE ONE | T 
Y t . ere 
YLES OF ENVELOPES MAILERS 
Yes that’s right .. . 
the RIGHT ONE for + 


is 7 nex INUSUC 


nNoce 1 r ) for 
} uf pe } 


rhe ns service WAtkins 4-0500 


Write or phone for complete catalog 


Direct Mail Envelope Co., Inc. 


15 West 20th Street, New York 11, N. Y. 














profitable names 


Industrial List Bureau 
45 Astor Place, New York 3,'N.Y. 





When you 
need 


RECENT 
BIRTH 


Remember 


WM. F. RUPERT 
Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for the past fifty years. 
90 Fifth Ave., New York 11 





LISTS OR 5-3523 





24 


of them. What I need is an ordinary 
book or magazine—you know—some- 
thing different. 

My firm at present has a private 
mailing list of approximately 280,000 
names which we compiled ourselves. 
We never rent out names. We use the 
addressograph “TAB” system of classi- 
fication and have 48 different classifi- 
cations. We spend several hundred 
thousand dollars each year in advertis- 
ing by direct mail only. Up until 
last year we never read a book or maga- 
zine. But last year we ‘got smart’ and 
started reading. 

The first thing we noticed was that 
“everybody sends an order blank en- 
closed.” We had really slipped up on 
that idea. We never send them. So— 
the next mailing of 20,000 we enclosed 
an order blank. We received two back 
—yes just TWO. And yet we sold 
over 20,000 copies of the book being 
advertised in that mailing. 

The next thing we noticed was that 
no promotion piece was any good un- 
less it had COLOR or at least a lot of 
white space. Now we had never sent 
out anything with any color except 
black and white and printed on news- 
print. We sure were dumb! So we 
got out two mailings; one in color, 
and one with a lot of white space. Both 
were excellently well done and we were 
quite proud of them. The only trouble 
we could find with them was that they 
failed to sell anything. 

So naturally we have gone back to 
black and white small solid printing 
on news print. We are the ones that 
are now ‘different.’ But believe-you- 
me we are selling the music. Evidently 
our customers know that we have good 
stuff to sell and don’t want to be mis- 
guided and swayed by a lot of color, 
shine and blank space. They also seem 
to prefer using their perfumed note 
paper rather than an order blank. 

Evidently MUSIC is the one product 
which breaks all the rules! 

We will keep on reading Tue Re- 
PORTER in order to keep in touch with 
how the other half of the world ad- 
vertises. 

Yours in the bonds, 
Ed B. Lorenz 

Lorenz Publishing Co. 
Dayton 1, Ohio 


REPORTER'S NOTE: Your letter, Ed. is too 
good to be buried in a dusty file. Too good 
to edit. I like your down-to-earth approach, 
even though you may be critical of The 
Reporter. You just haven't been reading the 
darn gazi long gh. Every once in 
a while we pull down on our shoulders the 
wrath of the gods for daring to say that 
there are exceptions to all rules .. . that 
many of the pet formulas are phonies. You 
shoulda heard the howls when we ran some 
articles about “Beware of Tests.”’ Plenty of 





other people have had experiences similar to 
your own. I’ve had ‘em myself. So I still think 
The Reporter is ‘different’’ because it reflects 
the down-to-earth opinions of so many dif- 
ferent people . . . without resorting to non- 
controversial boiler-plate. Next time I get 
to Dayton, please let me come in and see 
how you keep on being different . . . success- 
fully. 
H.H. 


A LETTER 
TO SANTA CLAUS 


We liked the cover and letter used in 
the 1949 December issue of Pause (h.m. 
of W. A. Stoeltzing, 1222 Empire Build- 





An Unressonable Facsimile of Sants Claus 


ing, Pittsubrgh 22, Pennsylvania). So 
saved this item for this year. 


A Letter to Santa Claus 
Dear S. C.: 

We hope you will not take offense at our 
burlesque of your picture on the cover. We 
just wanted to get across the thought that 
there are a lot of rackets dressed up in whiskers 
like yours. They are used a lot not only in 
selling the public on expecting something for 
nothing, but to sell it all kinds of merchan- 
dise and crack-pot ideas. All this is causing 
more and more people to laugh at those of us 
who still believe in you. 

However, their laughs do not spring from 
real mirth. They are the sort of laughs used 
to keep up the courage of those who realize 
they are missing something. 

We're glad we haven't forgotten, S. C., 
that your initials, in reverse, stand for “Christ- 
mas Spirit,” and it is in that Spirit that we 
are shipping you a 

Carload of Our Grade A Wishes 
for a Happy Holiday Season 

Please do them into good big bundles and 
deliver them to our friends to whom we try 
to bring a few smiles each month, via this 
little publication. 

Sincerely, 
ART STOELTZING 
and his little helpers: 

BUD KREUTZ 

HELEN BERRY 

KAY FREITHOFER 


CLYDE MILLIKEN 
SAM PRINCE 
BILL BRADFIELD 
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Incidentally . Pause is edited by 
that fellow George Kinter. He always 
poo-poo’s all the talk about “only four 
per cent of the people read direct mail” 
or “more than seventy-five per cent of 
direct mail is wasted.” 

Once a year he includes a return 
post card with Pause asking if recipient 
wants to be continued on list. Better 
than seventy-five per cent have re- 
turned cards. So at least that seventy- 
five per cent were exposed to the 
advertising it carries (small proportion 
of advertising. Most of editorial mat- 
ter... jokes and comments). 


MERE 
MISUNDERSTANDING 


Englishman: “Vll never forget my 
feelings the first time I had breakfast 
in America, when the waitress leaned 
over my shoulder, and whispered in 
my ear: ‘Are you through with your 
cereal?’ It was some time before I dis- 
covered that she meant: ‘Have you fin- 
ished your porridge?’ ” 

American: “Wal, shortly after I 
landed in England a waiter came up to 
me at luncheon and said: ‘How did 
you find your chop, sir?’ I replied: ‘Oh, 
| looked behind the potato and there it 
was, before I understood that he was 
asking me how I liked it.” 

Scotsman: “That’s nothing to what 
happened to me once. | was in lodgings 
in a small town in the West of Ireland. 
Half an hour after I had finished my 
supper an exceedingly pretty girl came 
into my room and said: ‘Will I strip 
now, sir?’ I fled into my bedroom and 
locked the door, but I found out after- 
wards that Irish girls always talk about 
‘stripping the table, when they mean 
‘clearing away the dishes.’ ’ 

REPORTER'S NOTE: Lifted from “Time Out’’ 
(him. of Steel City Electric Company. Col- 
umbus Avenue, Pittsburgh 33, Pennsylvania). 
If you need a moral, or if we need an excuse 
for printing make your copy under- 
standable. Write in the reader's language. 


See several items on same subject in this 
issue. 


BUSINESS ETHICS 


A “different” kind of book about 
advertising and selling has just made 
its appearance. It’s a little bit startling 
to realize that the abuses of advertis- 
ing by advertisers made this book nec- 
essary and possible. 

The title: “Readings in Business 
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Ethics.” Edited and arranged by 
Maurice Baum, Head of Department of 
Philosophy, Kent State University, 
Kent, Ohio. Published by Wm. C. 
Brown Company, 915 Main Street, 
Dubuque, Iowa. Spiral bound, 8-1/2 
by 11 inches, typewriter style composi- 
tion. 210 pages. Price: $3.25. 

The book is the result of a survey 
of the principles and problems of Amer- 
ican business morality. 

Maurice Baum has made a notable 
contribution to all advertising. His 
report should be required reading in 
all schools teaching advertising. It 
should be crammed down the throats 
of all agency executives and copy- 
writers. It should be in the library 
(and in the minds) of every advertiser. 

Mr. Baum has not written a book. 
He simply compiled it . . . using the 
words of others . . . balancing opposing 
viewpoints, to give the reader all the 
more essential aspects of a given prob- 
lem. 

The book is in five parts. Part I 
presents material dealing with the his- 
tory, nature and need of business ethics. 
Part II illustrates problems in the field 
of voluntary organized efforts to raise 
standards of business morality. Part III 
emphasizes the nature and importance 
of selling in the American economy 
and the consequent moral respon- 
sibility of the salesman. Part IV 
explores the ethical nature and role of 
competition under the present capital- 
istic system. Part V discloses the moral 
significance of the rise, and purposes, 
of modern American advertising. The 
specific urgent problems of misleading 
claims, testimonials, comparative claims, 
emotional appeals, false advertising, 
and moral taste are analyzed by means 
of concrete examples. 

Many familiar names are in the book 
—The Advertising Federation, Adver- 
tising Clubs, Better Business Bureau 
reports. Professors, writers of all kinds. 
Naturally, we were pleased to see 
George Kinter so generously quoted. 

It is a book to make you think. If 
it gets proper distribution . . . it may 
have a profound effect on all advertis- 
ing. The problems of business ethics 
are pressing and stimulating. “These 
problems,” says Mr. Baum, “affect our 
daily lives and must be solved either 
in a democratic manner or by some 
un-American totalitarian system of 
government.” 





Doctor: “I have good news for you, Mrs. 
Brown.” 
Patient: “It isn’t Mrs. Brown, it’s Miss Brown.” 
Doctor: “I have bad news for vou, Miss 
Brown.” 
-from Willard Salesmaker, h.m. 
of Willard Storage Battery Co., 
Cleveland 1, Ohio 
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New Mail Order 
Markets in Volume 


custom-developed for Vol- 
ume Mail Order Sellers to 
produce 


New Mail Order Customers 
in Volume 


Write in confidence and de- 
tail today about YOUR 1951 
Volume Mail Order Selling 
LIST PROBLEMS. 


Dept. RE-12-A 


MOSELY 


Selective LIST Service 
38 Newbury St., 
Boston 16, Mass 
PHONE COmmonwealth 6-3380 
(Charter member: NATIONAL COUNCIL 
OF MAILING LIST BROKERS) 


NEW MAIL ORDER CUSTOMERS 
IN VOLUME 
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How Readable 
Are Your Reports? 


There has been considerable im- 
provement in Annual Reports during 
the past ten years. Publicity, educa- 
tion and contests have done their share 
in making management more conscious 
of the “public relations” value in the 
reports made to stockholders, em- 
ployees, customers and the general pub- 
lic. 

The Financial World recently an- 
nounced the winners in its tenth an- 
nual survey of Financial Reports: For 
the first time two gold “Oscars,” for 
the best reports of all industry, were 
awarded, one to The Champion Paper 
and Fibre Company, Hamilton, Ohio, 
and the other to The General Motors 
Corporation, Detroit, Michigan. These 
winners also received “Silver Oscars” 
for the best reports of their classifica- 
tion—manufacturing, merchandising 
and services. The other four silver 
winners were Pfeiffer Brewing Com- 
pany, Detroit; Virginia Electric and 
Power Company, Richmond; United 
Air Lines, Chicago and Girard Trust 
Company, Philadelphia. 

The announcement of these awards 
reminded us of a study made by Si- 
roon Pashalian of New York Univer- 
sity and William J. E. Crissy of Queens 
College. Subject: How Readable Are 
Corporate Annual Reports? So we did 
some restudying. 

Every advertising manager who has 
anything to do with preparing an an- 
nual report should get a copy of this 
study. It was printed in Volume 34, 
Number 4, August 1950 issue of The 
Journal of Applied Psychology. Re- 
prints should be obtainable from the 
American Psychological Association, 
Inc., 1515 Massachusetts Avenue, Wash- 
ington 5, D. C. 

For the study, the researchers exam- 
ined the annual reports of the 26 corp- 
orations listed by Business Week as the 
Billion Dollar Club (yearly revenue or 
assets more than a billion.) The reports 
were tested by means of the “Flesch 
(Rudolf) Readability Formulas.” The 
findings are startling. 

Readability scores ranged from 6 to 
58 which varies from very difficult to 


fairly difficult.. The average readability 


of all 26 reports scored 34.37 (termed 


difficult and comprehensible by 
only about 24°, of the adult popula- 
tion). 


Sentence length ranged from 16 
(fairly easy) to 53 (very difficult and 
understood by about 4-1/2°, of the 
population ). 

Number of syllables per 100 words 
ranged from 156 (fairly difficult) to 
183 (difficult). Twenty-two of the 26 
were in difficult category. Researchers’ 
comments: “Corporate writers are over- 
estimating the language experience of 
their potential audience.” 

Scored on “human interest” value... 
the 26 ranged from 0 to 19 (described 
as from dull to mildly interesting). 
Average for entire set 4.27 (dull). On 
the whole, the researchers found that 
those 26 reports “Contain language 
which is beyond the language experi- 
ence and fluent comprehension of ap- 
proximately 75°% of the U. S. adult 
population.” 

All of which confirms many of the 
harsh things Fortune magazine had to 
say in its September 1950 article, “Is 
Anybody Listening?” (If you haven't 
read it better get a reprint.) In it... 
the editors blame management for its 
inability to put its story across. 

Management cannot tell its story . . . 
unless it talks in terms used by “the 
people.” 

Consider one of the Financial World 
prize winners this year (the only one 
listed in the 26 analyzed). This is how 
the General Motors Annual Report 
rated: Average sentence length—21 
(too long); average number of syllables 
per 100 words—174 (very difficult); 
reading ease —38 (difficult); human 
interest value—7 (slightly above dull). 
And yet ... General Motors sends out 
some of the best and most under- 
standable direct mail in the country. 

Incidentally, last year’s (1949) top 
prize winner, Standard Oil of New 
Jersey, scored in same order as above— 
(21) (179) (34) (0). That is, difficult 
and dull. And yet... Standard Oil 
uses some of the best and simplest 


direct mail in the country. The adver- 
tising department and report writers 
should get together. 

The best score in the 26 went to 
Swift & Company with (17) (156) (58) 
(19). To get the whole story 
you'll have to read the complete report 
from the Journal of Applied Psychology 
plus the widely-accepted Flesch read- 
ability formulas (from same magazine), 

But the moral is this: In spite of 
better make-up and appearance in An- 
nual Reports there is still room 
for improvement. We do not want to 
depreciate the undeniable steps _for- 
ward in graphic-art excellence. But 
in spite of all the talk about “human- 
ized reports” management is still talk- 
ing away over the heads of the majority 
of its audience. The crying need is 
for shorter sentences, fewer big words, 
more down-to-earth understandable ex- 
planations. 

There are some rare exceptions. In 
the days ahead, this reporter will try to 
pick them out and turn on the spot- 
light. 


THE STORY OF THE 
SALESPERSON WHO 
JUST WOULDN'T 
LISTEN 


The importance of being a good list- 
ener can’t be overemphasized. There 
is a story of the Salesperson Who Just 
Wouldn’t Listen. A customer had said, 
“I'd like to see some pajamas for—” 

“I’m glad you came in today,” said 
the overeager salesperson, interrupting 
the customer. “We have a new style 
that just came in. Now here is a pair 
that should be just about your size. 
These are the first all-silk pajamas we've 
had in a long time. They'll look well 
on you and you'll find them comfortable 
too.” 

“But I don’t want them,” said the 
customer, “What I want—” 

“Oh, I know,” the salesperson inter- 
rupted again, “I should have realized 
these are too sombre for a person as 
young as you. I have some here with 
colorful bright stripes—” 

“But look—these are silk too,” said 
the customer. “Now what I want is—” 

“Oh I’m sorry but I didn’t think a 
person your age would want heavy 
weight pajamas. We have them in 
flannel and broadcloth, but it’s going to 
be difficult to get any in bright colors 
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and they are just as expensive as some 
of the silk pajamas.” 

“Listen!” exclaimed the thoroughly 
irritated customer, “I don’t care what 
they cost! I’ve been trying to tell you, 
I’m getting them for my grandfather 
who is eighty-two years old and lives 
in Vermont. He wants warm pajamas 
in a plain color, and he'll pay whatever 
they're worth—the price doesn’t mat- 
ter. I’m sure there’s another store 
where people won’t try to tell me what 
I want! Good day!” 

The customer’s problem should never 
be taken for granted—the salesperson 
should never jump to conclusions; she 
should learn to listen. 

SELLING IS AN ART! 
REPORTER'S NOTE: We lifted the above from 
the always good Saks News (h.m. of Saks 
and Company. 611 Fifth Avenue. New York). 
Editor: Joan Semels. 


Although it’s about personal selling 

. it seems to be appropriate. Too 
many copywriters don’t try to get all 
the objections of their customers or 
prospects before they write. Of course, 
in direct mail the recipient can’t talk 
back . . . but the objections are there 
just the same. It’s a good idea to find 
out the objections or find out what 
the prospects want before you plan 
vour mailings. 


A LETTER 
TO STALIN 


Milt Gair operates a men’s store in 
Redlands, California (population: 14,- 
324) . . . but his name is known far 
and wide. He’s a persistent direct 
mail user . but a lot of his fame 
comes from his institutional type ad- 
vertising which is run in local news- 
papers and then mailed as reprints. 
In many cases his ads are picked up 
and re-run as reprints all over the 
map... thereby re-publicizing GAIR’S 
at no extra cost. 

Recently Milt ran a full-page ad with 
a letter addressed to Stalin. It was 
mailed same day in letter form to the 
Gair list. Christian Science Monitor 
gave it a big write-up. Milt’s mail, 
asking for reprints, has been terrific. 
Maybe you'll all enjoy the copy. 
Marshall Joseph Stalin, 


The Kremlin, 
Moscow, U. S. S. R. 
Dear Marshall Joseph: 

We thought it wise to remind you that 
when anyone asks for a shooting war, history 
proves he always gets it—usually in the neck. 
America never has started a war. Americans 
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don’t like wars, but America always has won 
and will continue to win that important 
LAST battle in any war forced upon us. 

Dig into some history books, Joseph, some 
TRUE history books. Read what happened 
to Kaiser Wilhelm in 1917 and later to Herr 
Hitler and Signor Mussolini and more _re- 
cently one Mr. Tojo. Read carefully, Joseph, 
and you'll see what we mean. 

Another thing, Joseph—if you'd just come 
over to America and walk down our streets— 
Orange Street right here in Redlands— 
and see how our people live and smile and 
trust their neighbors and government, too, 
and then let your own fine people KNOW 
about it, your country and ours could and 
would shake hands. It wouldn't be necessary 
to spend such terrific amounts for physical 
armaments rather than for the more sorely 
needed moral armaments—for churches, 
schools, and homes. 

You'd understand, too, why Americans 
have the will to fight, if and when we are 
forced to fight, because our American Free 
Enterprise System and religious freedom give 
every thinking citizen a better cause to live 
for, to work for, to pray for, and WHEN 
NECESSARY, TO FIGHT FOR, than any 
competitive system yet created by the mind 
of man. 

Sincerely, 
MILTON M. GAIR 
P.. &. 

It occurs to us, Joseph, that you, like a 
lot of American men, are a victim of a rest- 
lessness you don’t understand. It stands to 
reason that if your underwear irritates you 
and you have to kick your shoes off under the 
conference table you can't dictate worth a 
darn. Tell you what we'll do—you just radio 
us your size and we'll ship some of America’s 
famous Arrow shorts that will guarantee you 
the most comfortable seat in the Kremlin, plus 
a pair of Bostonian shoes, made by skilled, 
free, well-paid American citizens, that will 
help your understanding no end. 

M. M. G. 


If you want to reprint . . . go right 
ahead. Just credit the source. 


GOOD THINKING 


The Red Barrel, h.m. of The Coca- 
Cola Company, P. O. Box 1734, At- 
lanta, Georgia, is always good . . . but 
the November 1950 issue made us read 
every word. It’s really a business mag- 
azine for business men . and gets 
wide coverage. Two feature articles 
are tops. One by our old friend Briant 
Sando, President of The Sando Com- 
pany, Orange, California is about the 
world situation and its affect on busi- 
ness and advertising. We like his 
story. 

Remember the overthrifty farmer who 
begrudged his plow horse his daily oats 
ration? He began mixing the oats with 
sawdust—a little more sawdust each week, 
until in two months the horse was on a 
straight sawdust diet. It worked fine for 
a few days and then the horse died. 

You can do the same to your business by 
shutting off the vitamins of advertising, mer- 
chandising, public relations and salesmanship. 

(Continued on page 28) 
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Makes _ sense. Another _ article, 
“Straight Line Selling” is all about di- 
rect mail. Written by Martin E. Kos- 
kela, Advertising Manager of Midwest 
Plywood Company, Detroit Plywood 
Wholesalers, Detroit, Michigan. He 
paints a picture of how direct mail 
can sometimes work better than a 
personal salesman because “an auto- 
matic defense mechanism springs into 
control of many prospects when a sales- 
man is sighted.” 

Mr. Koskela thinks that many pros- 
pects will read a sales story when they 
wouldn’t listen. 

His creed: 


Direct mail advertising is simple, it is 
economical, it lends itself to mass production 
and systematic methods. It can be swiftly 
changed to suit shifting conditions. Its re 
turns can be checked to a penny at any time. 
It offers its own followup. It is a continual, 
gentle reminder. 

Better try to get a copy of the No- 


vember Red Barrel. Editor Hillary 


Bailey could be induced to spare one. 


SMART 
MERCHANDISING 


This reporter liked the portfolio is- 
sued to printers and paper merchants 


prior to Christmas Season by Don 


Anderson of the Fox River Paper-Corp- 
A per- 


oration, Appleton, Wisconsin. 


fect example of selling the sizzle and 
not the steak. 

' The portfolio is jam-packed with all 
sorts of Christmas ideas, drawings, 
copy, specimens, clip sheets—and sug- 
gestions for use in letters, folders, cards 
and other pieces. Art work is way 
above ordinary and probably solved 
many last minute headaches for print- 
ers and their customers. 

That’s the kind of promotion which 
sells paper without seeming to do so. 
Much better than all the talk about 
whiteness, opacity, tensile strength, 
gloss and what-have-you. The product 
in use is more important to the ulti- 
mate purchaser. Congratulations to 
Don Anderson and all concerned for 
a fine merchandising job! 


SHORT, SHORT CASE 
HISTORY 


Read part of an interesting letter 
from Donald W. Atcheson of Everson- 
Ross Co., Inc., 88 Chambers Street, 
New York 7, N. Y. 


Let me tell you something of the background 
of this seventy-eight year old company. Up 
to twenty-seven years ago, our badge sales 
amounted to a very small part of the total 
business. The remainder being made up of 
marking devices. At that time we tried an 
experimental mailing of a badge circular. The 
results were so startling that we have been 
making periodical mailings ever since, and 
today our badge sales account for probably 





28 


OW of our total 
know, we are the largest manufacturers in the 
country devoted to the manufacture of Police 
and Fire Dept. There are larger 
companies who make badges, but with them 
it is a side line. 

Now that you know a little bit of who we 
are, we will tell you that we like your maga- 
zine, the informal presentation and particularly 
the Short Notes Dept. 

Much of the material found in Tue Re- 
PORTER is designed for use in large outfits, 
but we sell to “little fellows”, who are 
policemen and firemen, we try to keep our 
material “homey”. However, we look forward 
to each issue and feel that the small price we 
repaid many, 


badges. 


pay for this subscription, is 


many umes. 


REPORTER'S NOTE: Oh my. Donald Atcheson, 
we often get accused of devoting too much 
space to small business . . . and not enough 
to large outfits. All sorts of opinions in this 
world. Your case history is interesting . . . 
and thanks for ding the ples of your 
mailings. They are really “homey” and 
that’s why they work. Keep going and 
you'll probably get the other ten per cent. 





HOW TO PLAN AND 
PRODUCE BETTER 
PRINTED ADVER- 
TISING MATERIAL 


This reporter likes (that’s ultra- 
conservative) the 7 by 10 inch, 28-page 
booklet with above title issued by The 
E. F. Schmidt Company, 3420 West 
Capitol Drive, Milwaukee 16, Wiscon- 
sin. It is priced at $1 and well worth 
it. Booklet contains reprints of a series 
of articles written by Joe Schoeninger, 
Editor of Reflections (Schmidt h.m.) 

Has sections on Annual Reports, 
Calendars, Catalogs, Employee Books, 
Letterheads, Point-of-purchase Displays, 
Anniversary Books, Welcome Books, 
Dealer Promotions, House Publications, 
Institutional Books. 

Each section well organized with 
specific listings of problems to be faced 
and their solution. 

It's a MUST for your idea file... 
even though the articles were originally 
intended as advertising for this well- 
known printing organization. 


POSTAL NOTES 


The question of increased postal rates 
is still . . . a question. There’s little 
likelihood of the lame-duck session of 
Congress getting around to postal legis- 
lation. But... you never can tell. 

It’s practically certain, however, that 
Postmaster Donaldson will submit a 
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volume. As far as we 
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bill early in 82nd Congress, calling 
for even heavier increases than he asked 
the last time. 

The Post Office has petitioned the 
I. C. C. for heavy increases in fourth 
class (parcel post) to make that service 
“self-sustaining.” The joker there is 

if second class rates were made 
even halfway sustaining, things 
wouldn’t be in such a mess. 

Air parcel post rates are higher (as 
of November Ist). Get rate chart from 
local post office. Mostly affects parcels 
over one pound weight. 

Don’t expect any early. change in 
“service curtailment” program. Post 
Office is determined to economize by 
curtailment until it gets increased rates. 
To tell the truth . . . the program is 
resulting in many economies, and postal 
officials are focusing on new mail hand- 
ling techniques. The kicks against 
fewer deliveries have not been too 
severe. Majority of kicks are against 
elimination of directory service. But 
there again . . . mailers are being edu- 
cated (by force) to correct their lists 
and include complete address. Which 
is as it should be. 

Tue Reporter will keep you advised 
of all important developments. 


| IF YOUR EFFORTS are Criticized you | 
| must have done something worth | 
while. Anon. i 


WHAT IS THE LAW? 


Does anyone know the correct an- 
swer to this question or problem? 

You cannot use a person’s picture, 
name or testimonial expression in a 
published advertisement without per- 
mission. Laws protecting the “right to 
privacy” apply. But what about direct 
mail applications? That question has 
been put to us, and we don’t know 
exactly where to draw the line. 

Suppose you get a flowery letter of 
praise. Can you quote it freely in a 
form letter without getting permission? 
Can you have letter reproduced and in- 
cluded with a form letter . . . without 
running danger of a claim for damages? 

We have always told inquirers that 
we've never heard of any suits of this 
nature. A business letter (unless 
marked confidential and not for publi- 
cation) is not too private. The writer 
of a letter of praise would have difh- 
culty proving damages by the repro- 
duction and mailing of copies. 

But is there any law covering the 


subject? We'd like to have opinions. 
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WRONG NAME 
USED CORRECTLY 


Walter M. Langsdorf, Vice President 
of the Tension Envelope Corporation, 
522 Fifth Avenue, New York 18, N. Y. 
pulled a neat trick in a form letter 
mailed last month. Capitalized on a 
quirk in human nature: people just 
naturally find it difficult not to read 
letters addressed to other people. Copy 
everybody received started this way. 


Mr. Robert P. Deltenham 
Humpty-Dumpty Products 
Kasawassa, N. H. 


Dear Mr. Delten —h mm... 
You say your name isn’t DELTENHAM? 
Well . . . we Aad a “Deltenham” on our 


mailing list somewhere. We must have 
put Ais letter in your envelope. 

We're embarrassed . . . but we're glad it 
happened. You see, it kind of points up 
what we've got to say... 


From there on . . . the letter empha- 
sized how you cannot make such mis- 
take when you use Tension’s address- 
saver window envelopes. 

Good selling! 

Incidentally, Walter Langsdorf show- 
ed me another neat trick at the DMAA 
convention. An insurance agent had 
clipped his picture from the convention 
program and pasted it on front of en- 
velope, typed address underneath and 
mailed him a letter. Walter said it 
was first time he had ever received a 
letter with his picture as part of the 


address. 


A DESERVED CRACK 
AT CIRCULATION 
METHODS 


Tue Reporter usually doesn’t like 
newspaper editorials or columns which 
take cracks at Direct Mail. But here's 
one which is really shooting down the 
right alley. It appeared on editorial 
page of New London (Connecticut) 
Day. Sent to us by Robert C. Mattoon, 
Circulation Manager of National Fore- 
men’s Institute, Inc. who thinks it may 
cause plenty of chuckles ... and also 
may turn the faces of some circulation 
people “quite red.” 

PLEASE REMIT 

“Tt would hurt us terribly,” says the 
breezy little sales letter, “to take your 
stencil out of our circulation file and 
break off this pleasant relationship” 


(picture of the circulation manager 
weeping into what appears to be a 
cup of coffee). “We have enjoyed our 
relationship for a long time” (the 
chances are the circulation manager 
doesn’t know your name from Adam, 
the old fraud) and “we value you as 
a reader. It is the higher type of sports- 
man that we want to reach (a little 
flattery, eh?) and we feel that you 
represent this type.” More about the 
wonderful things to come in the maga- 
zine. And then the clincher. “Because 
we are so anxious to hold onto you as 
a friend” (and to get my three bucks, 
you say to yourself) “we are prepared 
to make an exceedingly generous offer” 
(surprise! surprise!) “of three extra 
copies of the magazine for the regular 
price. Thus you receive 15 copies for 
the price of 12... .” 

The cagey customer makes a little 
mark on a pad on his desk. By playing 
hard to get he has been getting bargain 
offers on this magazine for a good many 
years back. He looks, meanwhile, in 
some awe and admiration at the punch 
card that came with the offer, for they 
fascinate him. No name on it any- 
where. No address. Just a series of 
small rectangular slots scattered around 
the card. Makes it look something 
like an old-time player piano roll. Won- 
der what would happen if you tried to 
run a few of these things through a 
player piano? But that is another 
subject. 

The current offer, with the sad words 
about parting company and taking the 
stencil out of the file, has failed to 
soften his flint-like heart. This is offer 
No. 3—“approaching desperation,” he 
calls it, but “frenzy No. 1” is yet to 
come. When it arrives it will reallv 
besin to get down to business. No 
more coyness and flattery. Just a busi- 
nesslike proposition. “If you want our 
magazine we are prepared to offer it 
at the special rate of $2.50 per year 
instead of the usual rate of $3, to old 
subscribers. This offer limited to 15 
days” (like heck it is!) The one-time 
subscriber has already had his fun and 
saved himself 50 cents if he cares to take 
advantage of this offer. Does he do it? 
Don’t be silly! There are more and 
better offers to come. 

In a couple of weeks one last effort 
at keing cov arrives. Thev have missed 
their favorite subscriber a lot. “Doesn’t 
seem the same around the old _ place 
without good old So-and-so on the list. 
Ross heard about it, said let’s stop all 
this gloom in the place. get our favorite 
subscriber back. Make him a real offer. 
How abont it. another vear for $2.25?” 
Sit tight, brother, for it’s still early. Two 


(Continued on page 30) 
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Bunn 
Mail Tying Machines 


Time Savings! 

Labor Savings! 
Twine Savings! 
Money Savings! 


Over 30 packages of mail 
tied per minute! 


Regardless of size or shape of your 
packages, the BUNN will tie them 
faster, more securely, and with no 
machine adjustment. This ma- 
chine was designed especially for 
tying letters, parcel post, booklets 
or mailing matter and will make 
either a CROSS TIE OR MULTI- 
PLE WRAP, tying the package 
with a single non-slip knot—En- 
gineered to pass the most rigid 
postal regulations, the BUNN to- 
day is accepted as the standard for 
fast, economical tying operations. 
No experience is required to oper- 
ate this amazing machine—just 
hold the package in position—step 
on the foot pedal and the package 
is tied. See one BUNN operator 
do the work of three of your fastest 
Hand Tyers—and with so little 
effort. 


R. L. Polk Co. has been using these 
labor saving machines for more 
than 20 years and many are still 
giving the same fast, efficient ser- 
vice that has made BUNN the 
leader in the mail tying field. 





For additional information or list 
of users in your vicinity—please 
write to: 


B. H. Bunn Company 


7605 VINCENNES AVENUE 
CHICAGO 20, ILLINOIS 








more weeks and they are down to $2 
for a year, with a streamer fly thrown in 
for good measure. Or two bucks plus 
three extra copies. You can almost see 
that circulation manager gritting his 
teeth, and saying “We'll get that So- 
and-so back if we have to pay him to 
take it.” 

But about the time a letter, all sweet- 
ness and light but nevertheless business- 
like, finally arrives with an offer of two 
years for $3, you’d better grab it. That’s 
rock bottom, it so happens. The letter 
says: “So you think you are a tough 
cookie, do you? We've found you so. 
Well, you win. You can have our 
magazine, amazingly good as it is, two 
years for $3. What do you say? Last 
offer.” If you want the magazine, this 
is the one. And it’s been a lot of fun, 
hasn’t it? It’s called out-smarting the 
mass psychology experts. 


ATTACKING 
TOMBSTONE 


ADVERTISING 


Security and financing institutions 
have long been known as both the ad- 
vocates and the victims of “tombstone 
advertising.” Only in recent years 
has a small segment of the securities 
industry made an attempt to break 
with tradition and produce advertising 
that has a message—and talks to a 
mass market in terms which everybody 
understands. 

Larry Chait (President of Hundred 
Million Club), advertising manager of 
Arthur Wiesenberger & Company, 61 


prove: push 





Broadway, New York 6, N. Y. has 
brought out a booklet which should 
knock over many tombstones. It’s one 
of the most unique booklets we’ve seen 


in a long, long time. Title: “How to 
Sell Mutual Funds by Mail.” 6 x 9 
inches. Thirty-two pages in two colors, 
Larry has been kind enough to say 
that he got most of the inspiration for 
his brainchild from THe Reporter or 
the talks of this reporter. 


The booklet is intended as a guide 
for writing better and more human 
letters. Larry has used a humorous, 
informal touch throughout with light 
and airy cartoons by Sidney Weiss 
illustrating the important formulas 
which can be applied to other types of 
mailing pieces—as well as letters. 


We cannot describe the booklet with- 
out reprinting the wording in entirety. 
So your best bet, if interested, is to try 
to wangle a copy from Larry. 


You'll get a kick out of the way he 
kids the pants off the stuffed shirts 
who talk in “the snadisfor is gumpto 
uptic and thin market” language. We 
think the booklet should be revised 
for mass distribution. The principles 
are applicable to all lines of business 

. not just financial. But get a copy 
and tell us what you think. 


TAKING THE “STING” 
OUT OF AN INCREASE 


John Berge is Executive Secretary of 
the Wisconsin Alumni Association 
(Madison 6, Wisconsin) and he is also 
chairman of the House Committee of 
the Madison Club. He sent us the 
form letter he used recently when the 
club was forced to increase its prices. 
Reports it worked nicely . . . many 
members called to say this was the 
first price increase notice which didn’t 
increase their blood pressure. It’s 
worth reprinting: 


TO ALL MEMBERS OF THE MADISON 

CLUB: 

A feather isn’t very heavy—but did you 
ever try to carry a feather bed upstairs? 
It isn’t easy. 

For several months your Directors have 
tried to carry a “feather bed” made up of 
scores of mounting price increases. Your 
Directors have tried to carry the constantly 
increasing operating load caused. by  sky- 
rocketing food prices without raising meal 
prices. 

It just can’t be done. 

Each month the red figure for dining room 
deficits has been getting larger and larger. 

To reduce these deficits, the Board of 
Directors at its August meeting adopted a 
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new schedule of meal prices which will go 
into effect on August 15th. Compared with 
price schedules at other clubs similar to ours, 
these new prices are still considerably below 
the average. The Madison Club will still 
be the best place to eat in this area. 
Operating statements also show that it 
costs over $3,000.00 a year to provide free 
cheese at the club. It’s great to have this 
free cheese, but this $3,000.00 is one of the 
reasons why the red-ink figure tor our dining 
room has been so large. Consequently, the 
cheese plates will be missing for awhile 
until our balance sheets look better. 
Sincerely yours, 


The House Committee 


BAD STRATEGY 


The Washington (D. C.) Institute 
of Medicine publish a number of maga- 
zines including one named “M D”— 
a journal for residents, interns and 
medical students. In a recent form 
letter soliciting advertising for “M D” 

. the third paragraph reads: 

Through M D you can reach the young 
doctor now, before he encounters the ava- 
lanche of direct mail coincident with his 
entry into practice. You can reach him con- 
sistently, nationally, creating prior acquain- 
tance with your name and message at low 
cost. Reaching tomorrow's doctors today 
assures sales both present and future. 

Seems like a poor argument. And 
not very appropriate when the 
writer himself was using direct mail 
to put across his competitive message. 
It’s a good idea to sell your own prod- 
uct without criticizing another. 


excelled. Genetic and mechanical pur- 
ity is of recognized superiority the 
country over. The seed is packaged in 
the finest and most sales-compelling 
bags you will find around anything. 
Our prices, I am sure, were competitive. 
Now, the freight rates—well, they’re 
fixed and we can’t do anything about 
them. 


But somewhere — somehow — we 
slipped up and failed to get your order! 
It is my job to find out why. If you still 
haven’t bought, then we want to sell 
you. If you have bought, please tell us 
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where and how we “missed the boat” so 
that steps can be taken to correct the 
situation, regardless of the cause. 

Won't you please mark the enclosed 
postage paid card (it will take only a 
minute) and help us determine what we 
must do to get your business? 

I hope we haven’t “missed” this 
season. We certainly want you as a 
customer next season. 

(s) Terris A. MANLEY, President 
Advance Seed Company 
Phoenix, Arizona 

(Continued on page 32) 
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“Required Reading” 


for Direct Mailers 


LI nn nn on 


Three valuable books for the library of every 

user of the mail to get ideas to train employees. 
Harrie Bell has put in readable book form the 

lecture course he has given successfully for the 

past eight years. 

line of basic Direct Mail principles. 

In “Dogs That Climb Trees’ Henry Hoke has 


It is a solid, substantial out- 


told a humorous, fast-moving story of his ex- 
periences in learning about Direct Mail from his 
lettershop days in Pittsburgh to his editorship of 
The Reporter. 

“Cordially Yours” tells how Jack Carr learned 
the letter writing game from life and how to get 
ideas. It includes 175 of the best examples of 
Carr Cordial Contacts out of 15,000 letters he has 
written for customers. Most of them can be 
adopted for today’s use. 










ADMITTING FAILURE 
TO SELL 


The Reporter usually does not like 
letters which take a negative approach. 
But here’s one which really brought 
in the bacon. It pulled 31% returns. 
Some orders, but principally much help- 
ful information which could be used 
in future promotions. 

Here’s the letter: 


(a(R a a a 






Send Your Order by Mail to 


Graphic Books, Inc. 


17 East 42nd St., New York 17, N. Y. 
Phone MuUrray Hill 2-7424 


karastan copy(s) Bell Book @ $4.00 


Gentlemen: 

We have been unsuccessful this season 
in getting your order for our GOLD 
AND BLUE TAG CERTIFIED Grain 
Sorghum seed. I thought we made a 
pretty strong and intelligent selling ef- 
fort but so far we have failed. The 
reason why has me worried. 

The size and color of our RELIANCE 
BRAND GRAIN SORGHUMS is un- 





scceksiialtininall copy(s) Hoke Book @ $1.50 





Bs ect copy(s) Carr Book @ $5.00 





Fill in space above, clip and attach to your letter- 
head Mail to us, and we'll bill you when shipped. @ 
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CLASSIFIED 
ADVERTISING 


Rates: $1.00 per line—minimum space 3 lines. 
Help and Situation Wanted Ads— 
30¢ per line—minimum space 4 lines. 








ADDRESSING 


ADDRESSING $4.50 THOUSAND 
No charge for our lists 
“SPEEDADDRESS” 
48-01 Forty-Second St., 
Long Island City 4, N. Y. 





ADDRESSING — TRADE 
= 


Rapid Service Unlimited Quantity 
Large Staff of Expert Typists 
M. Victor—Addressing for the trade 
3902—9th Ave Brooklyn 32 
Ul. 3-3800 





ADVERTISING AGENCIES | 


SELL YOUR PRODUCT WITH pulling | 
mail order, agent ads 

We show you how. 

Martin Advertising Agency | 

15P East 40th Street, New York 16, N. Y | 





CALIFORNIA BIRTHS 


from 

OFFICIAL RECORDS 

A superior list, neat, accurate. FRESH | 
MONTHLY. Capital Research, 1332— | 
42nd St.. Sacramento, Calif | 





HOUSE ORGANS 


1000 Two-Color House Organs Only $40! | 
Your ad front cover. (Free copy serv- 
Features Dale Car- | 
negie, prominent cartoonists, “cheese| 
cake”, sports. Powerful good ~ will| 
builder. Holds customers. Brings new 
business. Send for sample and details. 
THE CRIER ADVERTISING SERVICE 
1836 Euclid Ave. Cleveland 15, Ohio 


ice.) Self mailer 








MULTIGRAPHING SUPPLIES 





| 
RIBBONS, INK AND SUPPLIES for the| 
Multigraph, Dupligraph and Addresso- | 
graph machines. We specialize in the| 
re-manufacturing of used ribbons. Chi- | 
cago Ink Ribbon Co., 19 S Wells St 
Chicago, Il | 





OFFSET CUTOUTS 
a —_ a — — 


MOST COMPLETE service in U. S. Just 
published—OFFSET SCRAPBOOK #7, 
950 reproduction proofs of promotional 
headings, catch words and art panels, | 
only $3.00 postpaid. Literature free | 
A. A. ARCHBOLD, PUBLISHER, 1209-K 
S. Lake St., Los Angeles 6, Calif. 
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The return postcard had these items 
tor checking: 


OK, ADVANCE, HERE’S YOUR 
ANSWER: (VY) 

We didn’t trade with you on grain 
sorghums because: 

Haven't bought yet—quote us delivered 
prices 

Your prices were too high 
was too high 

We will not handle any this year 
Don’t use carload 
You didn’t offer 
or because 

I bought from 
Remarks: 


Freight 


varieties, 


Seed Co. at 


BACK TO EARTH 


A fellow out in California (who 
doesn’t want his name used . . . but 
who had just read Dogs That Climb 
Trees) sent us the following: 


Yes, Henry, 

humans are very much like dogs. And as 
the original tree climbing dog, maybe you 
can be of help to others by answering this 
sixty-four dollar question: 

How does a dog get down to earth 
again, after he has climbed a tree? 

On an island in Mission Creek, back of 
my home in Santa Barbara, a supercharged 
dog chased a cat 20 feet up into a live oak 
tree. 

For more than an hour the dog howled to 
high heavens—dizzy as a drunk—and as 
Finally my wife called the police. 
Two trafic cops discussed the situation, then 
called the fire department. An _ extension 
ladder was the final solution. 

Yes, humans are that way too—many of 
them can’t get down to earth again with us 
common people. But YOU did it, Henry, 
so why not tell the world how it is done? 
Write a sequel to Dogs That Climb Trees. 

Very truly yours, 

(signed) “Subscriber” 
A Santa Barbarian 
Out where the worst begins 


REPORTER'S NOTE: Never got far enough up 
to get dizzy . . . so I'll leave the sequel to 
others. There are a couple of items in this 
issue which hit around the subject .. . so 
try to find them. One is on page 26. 


helpless. 


CAT CROSSED THE 
STREET 


Speaking of long sentences, ununder- 
standable language, and what-have-you 
. . . how do you like this item from 
a recent issue of Brooklyn Heights 


The 


(N.Y.) News? writer should 


SKETCHES, DUMMIES, DRAWINGS 


study the “cat crossed the street” tech- 
nique. 


The Editor of the Brooklyn Heights News 
has been requested to write a book on physicia- 
try in the editor's practice of the law has won 
some very amazing cases, after winning the 
unusual victory, a great deal of influence 
was brought to bear on the writer to make 
the sacrifice, the time and write a book upon 
the topic that had been overlooked and _ ne- 
glected and had become a great menac 
ethroughout the U. S., unnecessarily causing 
taxpayers to spend untold millions that had 
so often negligently misused dimetrically op- 
posite to charity purposes for which the mon- 
ey was collected for. To help out the in- 
digent sick and mentally ill, all only to be 
reminded by flashes on the Front Pages of the 
newspapers humiliating gruesome news of so 
many SUICIDES in state hospitals rather die 
to live, on account of disloyal trusted pu- 
blic servants, 


DOUBLE PURPOSE 
MAILING 


Leon Bamberger of RKO Radio Pic- 
tures, Inc. (1270 Avenue of the Ameri- 
cas, New York 20, N. Y.) is continu- 
ing to use the technique he discovered 
some years back when he ran a contest 
for advertising ideas. He always tries 
to make each promotion piece on a new 
picture do a double job. (1) Promote 
the picture with exhibitors, and (2) 
give the exhibitors something they can 
use in promoting to the public. 

His mailing for Walk Softly Stranger 
was a triple-wing, die-cut folder in 
shape of sole of a shoe. The top fold 
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was also die-cut to make a stencil (as 
shown in illustration . . . original mea- 
sured 122 inches in length). 

Exhibitors were urged to make sten- 
cil imprints on sidewalks leading to 
box office. Good stunt. 





Direct to your desk by mail from my home. 
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SHORT NOTES 
DEPARTMENT 


(Continued from page 9) 


1948), postmasters were told to let mail- 
ings go through but to send a sample 
to the Solicitor’s office. We now under- 
stand that there is a case pending 
against one of the large mailers of 
punch cards. Future policy of Post Office 
will probably depend on outcome of 
this case. 


JJd 


@ THE LAST CURTAIN fell for old trou- 
per Billy B. Van on November !6 in a 
hosp:tal at Newport, New Hampshire. 
Billy added his cheer and humor to 
many direct mail advertising conven- 
tions. We have treasured talking mo- 
tion pictures of his speech at Kansas 
City. where he put over his famous line: 
“A business without advertising is like 
a fellow winking at a pretty girl in 
the dark. He may know what he’s try- 
ing to do—but she doesn’t.” Billy re- 
tired from the stage at the peak of his 
career to go into the pine tree soap 
business ... and became a sensation 
as an advertiser and inspirational pub- 
lic speaker. He brought sunshine into 
many hearts. This reporter will remem- 
ber him always. 
7d 

® NEW YORK AREA EXECUTIVES 
should write to Claude Bolser and ask 
for a copy of “Look Ahead”... a 20- 
page 6 by 9 inch booklet explaining 
the Cooperative Advertising Training 
Program of The City College of New 
York. His address: 17 Lexington Ave- 
nue, New York 10, N.Y. Claude is co- 
ordinator of the excellent program 
which attempts to balance study and 
work. Many well-known advertising 
people are serving on advisory com- 
mittees. Employers can obtain either 
part or full-time workers from the list 
of work-in-training students. 
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@ DID YOU KNOW that there is a 
national source which distributes sam- 
ples of baby items to new mothers in 
hospitals? It is operated by Gift Sam- 
ples for Baby, Inc., 226 Lafayette Sireet, 
New York 12, N. Y. That is starting ad- 
veriising at an early date ... although 
not as quickly as those who are using 
now-available lists of expectant moth- 
ers. 
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@ THE MILWAUKEE ADVERTISING 
CLUB has written a book. An unusual 
project for an ad club. “Advertising 
Work” is title. Story is told in words 
and pictures. Eighteen sections cover 
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all phases. Originally the sections 
(written by members) appeared in an 
educational s-ries in Torch, the official 
publication of the club. Direct Mail 
division was authored by Jack Smith 
of the Carr Organization. 169 pages of 
what is done in advertising. Price: 
$7.50. Address: 740 North Plankinton 
Avenue, Milwaukee 3, Wisconsin. 


eee 

@ IT HAS ALWAYS BEEN A HEAD- 
ACHE to get fast complete sealing with 
envelopes made of paper with high 
rag content. Gilbert Paper Company 
out in Menasha, Wisconsin seems to 
have licked the problem with their 
Gilbert Envelope Bond, made with 
new-cotton-fibre and with a_ special 
glue which will seal fast at any speed. 
You can get samples by writing the 
mill. 
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@ LETTERS WE DON’T LIKE TO SEE. 
“Effective as of October 3, 1950, we are 
not accep ing orders from new accounts 
which we have not sold in the past. We 
certainly regret taking this action— 
however, due to the extreme difficulty 
and uncertainty of securing raw mater- 
ials, we must make this decision. Of 
course we would like to continue taking 
on new customers—however, we feel 
that our primary duty is to take care of 
our regular customers’ requirements. 
We cannot continue to do this and also 
accept orders from new accounts.” 
Some day the writers of those we-we, 
hard-boiled messages will regret their 
thoughtlessness. 
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@ A “T’ LETTER was used by Cleve- 
land Letter Serv ce (740 West Superior 
Avenue, Cleveland 13, Ohio) to drama- 
tize a mailing list o/fer. Regular letter- 
head was die-cut on each side to form 
a block running at top and a strip 
running down from it, creating an 8}/2 
by 11 inch “T” shape. Caption across 
top—"“Our Mailing Lists Will Suit You 
to a ‘T’.” Explanatory letter was pro- 
cessed on thin middle strip. Good 


stunt. 
JJ) 


@ CHICAGO had a bang-up advertis- 
ing clinic running from September 25 
to November 27. Was sponsored by the 
Chicago Federated Advertising Club 
and the Women’s Advertising Club. 
This concentrated program seems more 
sensible than some of the long-drawn- 
out training se:ies operated in other 
cities. All phases of advertising were 
covered, but each ran on different eve- 
nings on a weekly schedule. Direct 
Mail was presented on seven successive 
Fridays. Those interested should get 
the attractive 20-page, 6 by 9 inch 
program listing all topics, speakers and 


panel members. Roy Rylander of the 
Rvlander Company. 19 South Wells 
Street, Chicago 6, Illinois, who served 
on the planning committee, should be 
able to get you one. 


eee 


@ MORE GIFT MAILINGS than ever 
before have been in the pre-Christmas 
mails. Foods of all kinds, toys, routine 
gifts. From some quarters we've learn- 
ed that returns are off . .. others just 
the oppesite. It's just possible that 
there are too many new people copying 
from previous successes ... or maybe 
too many using the same lis‘s. At any 
rate . .. the general quality of the 
printed pieces shows marked improve- 
ment. Many good-looking, full color 
jobs—especially in the food fields. Mag- 
azines, too, have been jammed with 
Christmas gift mail order ads. 
eee 

@ A THIRD ANNUAL LETTERHEAD 
POR FOLIO is now available from the 
Wh ting-Plover Paper Company, Stev- 
ens Point, Wisconsin .. . and it is worth 
an important place in your idea file. It 
gives you first some of the basic design 
rules for planning letterheads. Then 
there are twelve sample letterheads 
(w:th matched envelope designs) which 
demonstrate a variety of art techniques 
applied to different businesses and pur- 
poses. Particularly helpful are the 
I'stings of techniques, types and pro- 
cesses used on each sample. Good 
work, 
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@ THE A. B. DICK COMPANY. Niles, 
Illinois, has purchased the of‘set dupli- 
cating equipment business of Lithomat 
Corporation, Cambridze, Massachusetts. 
This is A. B. Dick's first step into offset 
duplicating field ... as an adjunct of 
the Mimeograph. 
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@ ED CARLIN of the Harold M. Lambert 
Studios, 2801 Cheltenham Avenue, Phil- 
adelphia 19, Pennsylvania, thinks The 
Reporter ought to embark on another 
crusade to get people who write busi- 
ness letters to stop putting the company 
name after the closing salutation. Let- 
ters are written by individuals rather 
than companies, according to Ed. He 
thinks it looks asinine to have a letter 
wind up Cordially or Sincerely Yours 
and then have the next line appear as 
The Blodgett Company. Of course, 
some big organizations insis! that the 
company name be s‘gned to all letters. 
Wherever possible it is better to have 
the person’s name appear after the 
closing salutation, followed by the 
title. This reporter's pet gripe, however, 
is against the secretaries and the letter 
writers who refuse to type the dictator's 
full name (rather than initials). Some 
signatures are positively illegible. 
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